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Abstract
Guerilla Marketing is a cloudy concept. While practitioners and scientists increasingly use it in their practice, its definition
remains not straightforward. This thesis builds a common ground in Guerilla Marketing through clearing up the field. Guerilla
Marketing is defined and an overall model is presented that integrates previous efforts. This model has some advantages. Most
strikingly, it introduces two highly relevant mediators which include recipient’s behavior into the model.
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1. Introduction
“Guerilla Marketing is a body of unconventional ways of
pursuing conventional goals” is how Levinson (2008) broadly
describes a concept which he himself devised and who
claimed to be the “father of Guerilla Marketing” (Schulte,
2007, p. 16). This ambiguous definition was obviously only
one of Levinson’s innumerable contributions since the early
1980s, yet it reflects that the concept itself leaves plenty of
room for interpretation. Over the past thirty years practi-
tioners and scholars have used the term for a wide range
of activities, instruments, concepts, tools, strategies and
methods, only agreeing on one simple thing: Guerilla Mar-
keting always aims at achieving maximum effects at low
expenses (Baltes and Leibing, 2008). Within these parame-
ters it seems that everything else around the concept is left
up to the individual who subjectively defines it for whatever
reason desired. A diffuse understanding, lacking clear-cut
definitions and practitioners who constantly (re-)invent “un-
conventional” marketing concepts under the umbrella of
Guerilla Marketing are the result of this confusion. Guerilla
Marketing and whatever action one derives from it has be-
come the random synonym for almost any marketing or
advertising activity that does not fit the classical frame. Fur-
thermore, this misapprehension carries on from practice to
scholarship as “literature still lacks a scientific contribution
which directly focuses on the guerilla concept” (Hutter and
Hoffmann, 2011a, p. 2).
To recap, a mass of activities and concepts can be found
that are said to be aligned with the Guerilla Marketing con-
cept but only little input has been delivered on how to de-
fine, classify or categorize those approaches. A final scien-
tific model to explain the entire concept is still missing and
so far mostly single actions or effects have been described.
The definition of Levinson (2008) as a basis is just as explicit
as it is misleading yet it still today is of a tremendous rele-
vance for a critical discussion on the topic. Asking whether
or not Guerilla Marketing really is as innovative as it is said
to be or if it simply can be perceived as a trend that managed
to survive evolution as a subculture to marketing in general
needs further questioning. Due to its relevance it has been
carried on over the decades and still causes confusion nowa-
days.
1.1. Heritage
Ernesto Che Guevara Lynch de la Serna, the leader of the
Cuban revolution, delineated the Guerilla tactics as a method
to campaign war through surprising ambush attacks allowing
a practically inferior army to succeed over the outnumbering
opponent (Guevara, 1982). The inferior Guerilla warriors
avoided the open battle and rather made use of surprise ef-
fects and acts of sabotage versus the military and even their
own government (Schulte and Pradel, 2006). The term itself
linguistically derived from the Spanish word “guerra” simply
meaning “war” (Nufer and Bender, 2008). The adjustment
“Guerilla” therefore can be translated to “lit-tle war” (Putte-
nat, 2007).
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Transferring these tactics to marketing, practitioners have
quickly adapted and created the term “Guerilla Marketing”
during the mid-1960s (Baltes and Leibing, 2008). During
that time a change from a seller- to a buyer-market took place
and companies felt the need of creative ideas, ingenuity and
flexibility in their effort to persuade the consumers of their
products and brands (Schulte and Pradel, 2006). In its early
days mostly small and middle scale enterprises (SME’s), with
strongly limited budgets, used these revolutionary strategies
trying to get the attention of the consumer and moreover
doing whatever it takes to weaken competition (Puttenat,
2007). Over the years, as external factors changed, the range
of companies trying to benefit from Guerilla Marketing ac-
tions strongly increased independently from the original rea-
sons. The effectiveness of traditional forms of advertisements
constantly decreased (Smith et al., 2007). New pressures on
companies and consumers developed as customers started to
show lower brand loyalty and greater eagerness to switch
between competing brands (Roy and Chattopadhyay, 2010).
Word-of-mouth (WoM) gained in relevance as mistrust in
company’s messages made classical channels defective and
companies incapable of distributing and diffusing their con-
tent into society (Keller and Berry, 2003). Most recent inci-
dents like the financial crisis of 2008/09 are good examples
of influential factors facilitating the demand for cheap alter-
natives as marketing budgets are quickly and easily reduced
in rough times. Factors like those also led the larger players
in the business to rethink their strategies focusing on more
cost-effective methods to differentiate (Porter, 1985).
While in its early days the concept was mostly appeal-
ing to SME’s competing against the big players in fiercely
competitive markets, Kotler et al. (2007, p. 12) states that
“Guerilla warfare is normally practiced by smaller compa-
nies against larger companies” deserves critique; even the
Goliaths of the industries nowadays take advantage of this
method which has the potential to reach a great amount
of customers, cheaply and cost-efficiently, while seeking an
undisturbed dialogue with the consumer maximizing the im-
pression left behind (Kotler et al., 2007; Bigat, 2012). For
those big companies, entering new territory obviously comes
along with a certain risk, yet despite the budgetary pressure,
the changing environment and while having to target mar-
ket segments as heterogeneous towards others as possible, it
might be worth taking such risk (Ansoff, 1965). Since the
1980s Jay Conrad Levinson, strongly promoted the Guerilla
Marketing evolution through his various contributions and
pushed the concept to its final breakthrough. Ever since mar-
keters and scholars have used this term referring to any kind
of consumer communication instrument that aims at opti-
mizing the cost-benefit ratio through “unconservative” means
(Hutter and Hoffmann, 2011a).
Over the years marketing literature has identified more
and more concepts and instruments of unconventional adver-
tisement techniques (e.g. Buzz Marketing, Viral Marketing,
Ambient Marketing, Ambush Marketing, Celebrity Market-
ing) whereas many further randomly categorized further as
Guerilla Marketing or at least used in close relation by prac-
titioners in everyday life (Mughari, 2011). Yet, great descrip-
tive and normative confusion about what scholars and prac-
titioners really refer to when labelling an instrument or cam-
paign “unconventional” can be witnessed. With many deficits
already identified, the extensive relevance for the topic will
be presented in the adjacent chapter.
1.2. Relevance
The necessity for critically reviewing and the relevance of
this topic in general from a practical perspective can be found
in the exemplary study of the GfK (2009) . Matching data
from the years 2005 and 2009 the association’s study com-
pared the use of conventional and (professed) Guerilla Mar-
keting methods and instruments through interviewing 233
marketing associates and managers (GfK, 2009). As a result
the study showed that the use of television advertising had
decreased by 1.5% and radio advertising by 5.3% whereas
contrarily the use of Ambient Marketing had increased by
5.4% and Viral marketing by even 12.8% (GfK, 2009).
Apart from a practical perspective describing increased
interest in the operational field, the ”shortage , up to now, of
scientifically substantiated knowledge on the subject matter of
guerilla marketing, its instruments and its categorization may
be interpreted from two different points of view: guerilla mar-
keting cannot be classified or guerilla marketing is difficult to
classify” (Nufer, 2013, p. 5).
While searching for relevant literature one quickly real-
izes how little developed scientific research is so far and that
research is lost in a theoretical ambiguity. The existing defi-
nitions deliver a basic understanding but just now started to
present all-embracing projections and a lacking terminolog-
ical delimitation results in an imbroglio in literature (Zerr,
2003). The lack of unified and especially overreaching def-
initions does not allow scholars to speak the same language
and therefore gain a deeper insight into the concept. Still def-
initions are facilitated by strategical orientations and scholars
interpreting the concept from their own specialized perspec-
tive (Tropp, 2011). Various practitioners have distributed ar-
ticles bearing only specialized scientific results, upholding ex-
amples of executed actions. In fact many studies are mainly
driven by practitioners and scholars trying to explain or jus-
tify single advertising actions or examples instead of develop-
ing scientific models as a basis for exploration (Yüksekbilgili,
2014). They are primarily interested in whether or not the
single effect they desired is really achieved. An interplay of
effects as a basis to derive and test models has not been suf-
ficiently delivered. Furthermore parameters and metrics to
actually measure effectiveness and delineate accordingly are
missing. Exemplary approaches measure the effectiveness of
the ratio of output and costs whereas output does not refer
to final sales but rather number of recipients exposed (Hutter
and Hoffmann, 2013).
Overall scientific critique is lacking. The authors barely
comment on which classifications need to be fulfilled in the
development of Guerilla Marketing conceptions. As a conse-
quence to lacking models, methodology for Guerilla Market-
ing and its concepts is rarely presented as a whole. Science
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needs to catch up to the trend of such a dimension. Only few
empirical studies which would try to measure the complete
effectiveness of Guerilla Marketing exist while those few aim-
ing at explaining the mechanisms of the concept need revi-
sion (Hutter and Hoffmann, 2014). The existing models try-
ing to explain the concept or measure the efficiency need to
be aligned and carried forward. In those models presented
only partial understanding can be drawn from given studies
as they primarily operationalize single mediator and mod-
erator variables of a concept that as a whole still lacks an
entry. Even those novel distributions manifest deficits as the
initial position is often left unclear whereas exemplary influ-
ential factors like behaviorism and deeper insights into the
psychological processes are being ignored or only briefly and
fragmentarily addressed (Hutter and Hoffmann, 2013).
As instruments and tools that used to be innovative and
different from classical advertising have started to become
part of the classical marketing world, one could expect this
evolution to continue in the future. What is perceived as a
breathtaking reformation in practice today could, and proba-
bly will, become routine in the future; or already has become
ordinary today. Assimilation is therefore vital for science to
be up-to-date. The effect of a maturing approach has mostly
been disregarded so far apart from assigning a higher rele-
vance.
However, to ask how unconventional the Guerilla Mar-
keting concept really is and to what extent nowadays one
can already refer to as a mature advertising strategy that has
simply never gained the attention in science that it deserves
and requires, is left unanswered.
1.3. Research question
In the process of accomplishing a common ground in
Guerilla Marketing through clearing up the field and with
the goal to then deliver propositions for further research sev-
eral key questions will need to be considered. As most of the
current problems have already been addressed beforehand,
the upcoming short reasoning will justify the necessity for the
research questions identified. Derived from the relevance in-
herent in the issues described above, obviously there is a call
for action.
At first classifications are vital for further approaches and
deeper insights. Considering the field of marketing in gen-
eral, the position of Guerilla Marketing within and the ambi-
guity arising from the misleading use of terminology will be
supportive. The following question needs to be considered
on the path to categorizing Guerilla Marketing:
I) How can Guerilla Marketing be arranged in the
frame of reference?
Furthermore circumventing Guerilla Marketing from concep-
tual features and classifying the concept will be necessary
when assigning exclusive characteristics on the way to an all-
embracing definition.
II) How can Guerilla Marketing be circumven-
ted?
III) How can Guerilla Marketing be defined re-
garding the conceptual classification and delimi-
tation?
Apart from identifying an up-to-date and comprehensive defi-
nition, scientific models shall illustrate the complex relation-
ships of the Guerilla Marketing concept. Hence it is highly
relevant to ask:
IV) How can Guerilla Marketing be modelled?
In addition the presented models need testing and a scientific
empirical foundation. Subsequently the models shall further
serve as a frame for presenting relevant scientific studies.
V) How can Guerilla Marketing models be em-
pirically founded?
The following course of action is supported by the use of ma-
jor Roman lettering for addressed research questions which
will already be answered and briefly discussed within the ac-
cording résumé and critique in chapters themselves. A fur-
ther listing can be found in the conclusion of the thesis with
direct reference to the roman lettering whilst the proposi-
tions and opportunities for further research will be covered
in a separate chapter at the end of this thesis.
1.4. Structure and methodology
On the way to a common ground in Guerilla Marketing
this thesis presents a total of 8 chapters which will cover the
most relevant factors of the concept subsuming with propo-
sitions for further research opportunities. Throughout chap-
ters 2 to 6 a résumé and a critique will conclude each chapter.
The résumés serve as a brief recall of the presented informa-
tion from the according chapters whereas the critiques entail
the author’s critical reflection of the content including own
contributions.
The introduction in chapter one presents a first glance at
the field including germane information regarding the her-
itage and necessity of the practical field of Guerilla Market-
ing and further delivers a justification for the relevance of
scientifically discussing the topic. The research questions in
chapter 1.3 set the framework and serve as a guide through
the thesis. Chapter 2 fits Guerilla Marketing into the field of
marketing in general and further presents how the concept is
aligned in the marketing mix. Classifying Guerilla Marketing
through ambiguously interpreted “unconventionality” will be
discussed alongside.
Subsequently and with given classification approaches in
mind the path towards defining Guerilla Marketing will be
covered in chapter 3. Here the strategical orientation of the
respective scholar builds the basis for classifying the most rel-
evant definitions.
Due to its practical nature the most acknowledged Gue-
rilla Marketing instruments will be presented in chapter 4.
Examples will be presented in the appendices. Modelling
Guerilla marketing and critically discussing the latest contri-
butions will again be concluded with suggestions of the au-
thor in chapter 5. The author’s model as an extension of the
L. Wendland / Junior Management Science 1 (2016) 34-59 37
current state of research will serve for further discussing the
empirical research presented regarding Guerilla Marketing.
Testing and operationalizing through empirical research will
be vital for further scientific progress and therefore leads to-
wards the presentation of further research opportunities and
a final discussion in chapters 7 and 8.
This thesis will present results exclusively on the basis
of literature research. Only secondary data is being used.
As described above, the according research questions will be
derived within the chapters, summarized at the end of them
and presented and discussed at the end of the thesis in order
to fully revise. The final discussion will briefly gather and
review the results and subsequently propositions for further
research will be presented.
2. Marketing
Linguistically Guerilla Marketing can easily be identified
to fall under the umbrella of the field of marketing in gen-
eral. Yet after having presented the heritage of the concept
as well as the practical and scientific relevance, closer atten-
tion needs to be drawn towards finding Guerilla Marketing
within the field, especially the marketing mix, to then be able
to further classify, delimitate, frame and also define Guerilla
Marketing in succession.
2.1. Guerilla Marketing in the field of marketing
Marketing is a discipline which tries to influence the
needs and the demands of individuals through making prod-
ucts attractive and available, always upholding the premise
of satisfying individual’s needs instead of actually creating
them (Kotler et al., 2007). Therefore nowadays every action
an organization takes has to be aligned with the needs of
the consumers, constantly bearing in mind that the relevant
criteria for making a purchase decision are always the con-
sumer’s subjective perceptions of the totality of a product or
service.
”Marketing is an entrepreneurial way of thinking (. . . ) con-
cretized in the analysis, planning, execution and control of
any internal and external corporate action, which, through
the orientation of a company’s outputs towards the customer’s
needs (. . . ), aims at achieving an organization’s outlet markets’
goals” (Bruhn, 2007, p. 14).
In his definition Bruhn describes marketing as a key con-
cept of the management theory. He further postulates that if
an organization manages to increase the perceived value of a
good, then the organization was able to create additional util-
ity as a strategical competitive advantage (Bruhn, 2007). In-
terestingly, Bruhn (2007) also states that successful decision
making and problem solving in marketing theory, apart from
analytical approaches, highly depends on innovative and cre-
ative ideas. Consequently, the target of any marketing effort
is to positively influence the individual’s perception through
the use of the marketing mix, especially consumer communi-
cation (Böcker and Helm, 2003).
Historically evolution of marketing-orientation devel-
oped drastically during the past 50 years. Having left behind
the strong supplier and sale oriented phase of the 1970s,
marketing-orientation shifted towards the consumer’s per-
spective (Hutter and Hoffmann, 2013). Between the 1980s
and 1990s a further shift towards a competition-orientation
was discovered while since the 1990s a strong relationship-
orientation was paramount (Hutter and Hoffmann, 2013).
Nowadays, building relationships with consumers is still of a
very high relevance whereas a shift towards a value-oriented
marketing is taking place. Focusing on strong relationships
and efficiently using bindings to profitable and valuable
consumers (e.g. through engaging in positive WoM) can
currently be witnessed (Hutter and Hoffmann, 2013). The
importance and efficacy of WoM is being rediscovered pri-
marily through modern technologies.
The evolution of marketing practice has changed dramat-
ically within the twentieth century. Technological progress
and the introduction of printing technology allowed a shift
towards a much more creative execution of marketing adver-
tising to occur and further made it possible to suddenly reach
out to a much larger group of consumers (Egan, 2007). The
introduction of the radio and later television complemented
and enhanced the shift whereas both, later on, became the
predominant advertising vehicle followed by internet (Egan,
2007).
Today marketing plays a major role in our everyday life,
confronting an individual with up to 1.500 advertising mes-
sages daily meaning that the proportion of content in which
organizations try to communicate with desired recipients
makes up over a quarter of those six hours an individual
consumes those media (Zerr, 2003).
2.2. Marketing mix
The marketing mix is the sum of all tools an organiza-
tion can use in combination to provoke the desired reactions
on their target markets (Meffert et al., 2011). Those tools
are traditionally represented by the “4Ps”, referring to Prod-
uct, Price, Place and Promotion, whereas additional tools have
been identified in various other models (Kotler et al., 2007).
As the presentation of the marketing mix will serve a later
classification of Guerilla Marketing, those further contribu-
tions will not be considered. The art of combining those tra-
ditional 4Ps is vital for achieving marketing strategies and
goals whereas all four tools are strongly interdependent and
cannot be executed independently (Meffert et al., 2011).
Product constitutes all decisions an organization makes
towards creating a product which satisfies consumers’ needs
and adds additional value (e.g. naming, branding, packag-
ing, innovation and assortment) towards achieving a compet-
itive advantage (Bruhn, 2007). Price refers to any decision
that is being made towards the actual sales-price of a prod-
uct but also includes additional amendments like discounts,
contracts regarding terms and conditions and payment and
delivery options (Bruhn, 2007). Place transcribes any action
and decision that handles the supply of the consumer with an
organization’s products focusing on sales, logistics and also
intermediaries like wholesalers (Bruhn, 2007).
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Promotion includes the presentation to and communica-
tion with the target groups defined through any given instru-
ment which is being used to interact with the designated
recipient (Bruhn, 2007). Hence the communication shall
also result in increased sales (Kotler et al., 2007). The five
fundamental instruments of Promotion are advertising, sales
promotion, public relations, direct sale and direct marketing
(Kotler et al., 2007). Those could further be classified into
internal, interactive and external communication, whereas
external communication, falling under this category will be
discussed, as a matter of relevance, in further detail (Bruhn,
2007).
It is highly relevant to notice that concepts like Guerilla
Marketing have been acknowledged to potentially be appli-
cable to all four tools of the marketing mix (Schulte and
Pradel, 2006; Kotler et al., 2007). Guerilla Marketing does
not compete with other marketing strategies of the marketing
mix but rather complements the original tools. Yet, Guerilla
Marketing has major influence on and also finds its pri-
mary area of application within the communication region.
Schulte and Pradel (2006) presented a study giving proof
that approximately 70As subsequently described in detail,
the classical marketing mix and the way advertising is repre-
sented within shall be understood as a classical component
and in succession will be used in discussions as contraire to
non-classical marketing and advertising approaches (Bruhn,
2007). Hence, Guerilla Marketing and its instruments can
adaptively be very well integrated into classical conceptual
marketing frameworks as part of the operational marketing
planning and execution (Meffert et al., 2011).
2.3. Classification through unconventionality
Due to the fact that ambiguity causes most issues, the
Guerilla Marketing concept and its instruments will be pre-
sented in alignment with the term “Marketing” and “Adver-
tising” interchangeably. In later sections the topic of abstract
concepts will still be highlighted and discussed. Exemplary
and anticipatory “Ambient Marketing” or “Ambient Media”
are ambiguously used in literature and practice as well and
both carry various synonyms. In the further reading Guerilla
Marketing and its concepts are therefore titled with the “Mar-
keting” appendant, instead of using intuitive and also com-
monly used appendants like “Media”.
Further propositions of aligning the terminology (e.g.
changing the title from Guerilla Marketing to “Mac-Gyver
Marketing”) have frequently been proposed yet gained only
moderate attention while the content behind the umbrella
term is still unclear (Patalas, 2006). Apart from titles the de-
lineation in regard to what is considered “unconventional”,
“classical” or “innovative” as a base for most definitions will
be presented in detail in the following section.
To circumvent the Guerilla Marketing concept one at
first needs to understand what “conventional” or “uncon-
ventional” advertising really refers to. Here, in reference to
Guerilla Marketing, the terms “unconventional”, “alterna-
tive” and “non-conservative” will be, just as “conventional”,
“classical” and conservative”, used as interchangeable syn-
onyms. Those scholars assigning these characteristics to
Guerilla Marketing use the terms comparably and refer to
almost identical initial positions (Hutter and Hoffmann,
2011b; Schulte and Pradel, 2006; Nufer and Bender, 2008;
Zerr, 2003; Patalas, 2006; Levinson, 2008).
Due to the fact that classical advertising is communi-
cated via mass-communication media, Bruhn uses the term
“media-advertising” to describe classical forms of advertising
in newspapers and on boards or in television- and radio spots
(Bruhn, 2007, p. 204). These forms actually refer to the spot
or space that is used within a medium. The medium in which
the message is distributed in is referred to as an “advertising-
vehicle” (Bruhn, 2007). A typical vehicle would be a maga-
zine, newspaper or television whose publishers, operators or
broadcast stations allow for external organizations to book
space and time for the purpose of communicating foreign
content. The main characteristic of these forms is the uni-
lateral way of communicating. The recipient has no chance
of interacting with the sender in any way (Bruhn, 2007).
Hence, Bruhn states that it is the transmission and distribu-
tion of promotional content via booking “media-advertising”
in advertising-vehicles” in public spaces with payments made
in return (Bruhn, 2007, p. 204). Furthermore, here the inter-
net is considered a mass-communication medium, and there-
fore “media-advertising”, which on the one hand, can be used
as a classical advertising vehicle but, on the other hand, bears
potential to serve for unconventional advertising approaches
while contradicting the classification unilateral form of com-
munication (Bruhn, 2007). Due to the mass of opportunities
and its multifaceted scope of application, the internet as a
mass-communication medium has a special standing. Apart
from a distinction between mass-media communication, a
classification of advertising measures can be found in the
distinction between “above-the-line” and “below-the-line”
(Nufer and Bender, 2008)(see also Figure 1). Contrary to
the situation in the middle of the twentieth century, by the
year 2000, two-thirds of the amount of money spent on mar-
keting communications was spent “below-the-line” (Varey,
2002). Below-the-line, as defined by Egan (2007) simply
stands for any marketing instrument that is not advertising
in the classical sense. Contrarily and in this content referred
to from a classical sense, “above-the-line” refers to anything
the recipient can immediately identify: posters, advertising
boards, television-spots or radio advertising (Egan, 2007,
p. 11). Examples for below-the-line methods are public
relations, direct marketing or event marketing (Nufer and
Bender, 2008; Gelbrich et al., 2008). From another per-
spective above-the-line mostly corresponds to what Bruhn
(2007, p. 204) has defined as “media-advertising” which can
be “booked” for a “performance-related payment”.
2.4. Résumé
Finding Guerilla Marketing and arranging it as an all-
embracing concept which can be applied to any marketing
tool is quite comprehensible. Hence classifying the Guerilla
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Figure 1: Guerilla Marketing in communication politics; Source: following Gelbrich et al. (2008, p. 178).
Marketing concept as part of the marketing mix due to its
common operational use seems intuitive and reasonable.
Yet, delimitating Guerilla Marketing in a way that as-
signs exclusive features appears to be the struggle that has
not yet come to a conclusion. The discussions and later
definitions deliver ambiguous conclusions in regard to the
categories of “above-the-line” and “below-the-line”, “media-
advertising” or not and most relevantly “unconventional” and
“conventional” and will deserve closer attention in the fol-
lowing critique (Hutter and Hoffmann, 2013; Bruhn, 2007;
Nufer and Bender, 2008).
2.5. Critique
As a result to continuous discussions, it has to be no-
ticed that the distinction between “above” or “below-the-line”
and “(un-)conventional” does not imply equal constraints on
Guerilla Marketing. While Egan (2007, p. 11) states that
“below-the-line” refers to any tool which is “not advertising
in the classical sense”, this statement does not refer to a dis-
tinction between “conventional” and “unconventional” (Gel-
brich et al., 2008). As the classification between “above”- and
“below-the-line” is perceived as rather “spongy” and needs
further containment, for now the distinction between what
scholars and practitioners perceive as “conventional” or “un-
conventional” is of a rather bigger focus (Hutter and Hoff-
mann, 2013, p. 11). Gelbrich et al. (2008) depict Guerilla
Marketing, among others, as a “below-the-line” tool or in-
strument. Still, it is the only one that is titled as “unconven-
tional” bearing plenty of space for interpretation. As a con-
cept that has been identified to potentially work within every
tool of the marketing mix unbound to vehicles one first needs
to revise and consider the fields of application (Schulte and
Pradel, 2006). An own depiction following prior contribu-
tions is proposed by the author (Gelbrich et al., 2008; Hutter
and Hoffmann, 2013).
In the context of Guerilla Marketing and disregarding its
establishment, the critique on an above- and below-the-line
classification is comprehensible. Just through considering
the characteristics of Ambient Marketing presented in chap-
ter 4.1.4 will strongly support objections towards the appli-
cation. The example clearly shows how an “above-the-line”
method can easily move “below-the-line” of visibility for the
consumer.
Hence, the classification of Guerilla Marketing needs fur-
ther attention. Following the definition of media-advertis-
ing by Bruhn (2007) and assigning every other method to
be “unconventional”, then, following Gelbrich et al. (2008)
and Hutter and Hoffmann (2013), as a consequence “uncon-
ventional” only and exclusively refers to Guerilla Marketing
“below-the-line” (Bruhn, 2007; Hutter and Hoffmann, 2013).
Yet, in this regard and as depicted in figure 2 Guerilla
Marketing should at least be considered from two perspec-
tives: either as a method that clearly circumvents from clas-
sical media-advertising frames (e.g. anything that can or can-
not be booked in an advertising vehicle) or as a principle
(e.g. philosophy) that could potentially be applied to prac-
tically any method or tool available (Bruhn, 2007; Levinson,
2008). Such bidirectional perspective would enhance fur-
ther approaches yet today a classification presented above
is still predominant. “Unconventionality” could therefore be
replaced or at least as a term become more specific with com-
plementing explanations.
3. Guerilla Marketing
After having addressed the need for, the heritage of and a
first conceptual categorization within the field of marketing,
further chapters will deliver deeper insights. Still today no
uniform acknowledged definition for Guerilla Marketing has
been established. It is still not entirely clear, how Guerilla
Marketing can be identified or described as such or which
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Figure 2: Guerilla Marketing in communication politics; Source: following Gelbrich et al. (2008, p. 178)
instruments really fall under the umbrella of Guerilla Mar-
keting (Patalas, 2006). Problems arise mainly from lacking
terminological distinction, a change of perspective over time
and an orientation towards the content. Especially the ter-
minological confusions are further being enhanced by prac-
titioners who on the one hand constantly (re-)invent terms
which in the end all can be classified as part of or at least
very closely related to the Guerilla Marketing concept and
on the other hand lacking scientific progress in delivering a
clear partition (Zerr, 2003).
Hence, through the first approaches, the discussion on
terminology and especially applicability, focus points for the
upcoming sections have been made visible in order to derive
the presented definitions and critically reflect in order to de-
velop a common ground in Guerilla Marketing.
3.1. Defining Guerilla Marketing
The strategical orientation of any given definition most
suitably identifies the perception of the author. This orienta-
tion could potentially be competition-oriented or consumer-
oriented (Hutter and Hoffmann, 2013).
Apart, scientists, in their definitions, nowadays start to
tackle the Guerilla Marketing concept as whole and have quit
trying to put their focus on only single instruments (Hutter
and Hoffmann, 2013). This development is said to be caused
by the fact that Guerilla Marketing as a concept has matured
and therefore gained increased attention in practice and sci-
ence. While when the basic concept had first been adapted
during the 1960s to 1980s it mainly contained the idea of
achieving a maximum output with only little input, during
the phase of differentiation in the life cycle of Guerilla Mar-
keting the concept primarily fed on creative, flexible and sur-
prising ideas (Hutter and Hoffmann, 2013). While some of
the earlier definitions also proposed a restrictive character-
istic of Guerilla Marketing in only or mainly being suitable
for SME’s, this allocation is mostly considered to be outdated
(Levinson, 1998; Kotler, 2002; Ries and Trout, 1986). In-
terestingly primarily American contributions still align with
this point of view while European scholars follow the view of
Guerilla Marketing as an umbrella term for innovative ad-
vertising instruments (Krieger, 2012). Ever since the late
2000s and while more and more larger organizations took
notice and made use of Guerilla Marketing, trends are now
emerging towards regarding Guerilla Marketing as a concep-
tion and superordinate marketing strategy and organizations
therefore align their entire marketing mix along and with the
concept (Hutter, 2013). Exemplary a fundamental market-
ing conception can easily be adapted to Guerilla Marketing
as primarily operative and executive factors determine the
adjustments (Meffert et al., 2011).
Tropp (2011) proposed the focus on four basic strategical
orientations of Guerilla Marketing definitions: the “David vs.
Goliath”, the “Assault”, the “Communication” and the “All-
embracing” strategy aligned with a chronological paradigm
shift. The definitions in the upcoming section will therefore
be attached to those strategical orientations with focus on the
later developments and current contributions.
3.1.1. David vs. Goliath strategy
Levinson (1998) rarely tried to actually deliver defini-
tions of Guerilla Marketing but rather contrasted it with the
standard methods upholding the strategical orientation of
SME’s trying to fight larger opponents. Expansive contribu-
tions like the quote opening the introduction to this paper
were the origin (Levinson, 2008). Historically the arguments
lay in the strong developments of marketing during this pe-
riod. In his opinion Guerilla Marketing really is about being
able to discover every given opportunity and make use of ev-
ery aspect of marketing (Levinson, 1998). It is said to be an
alternative and not a continuance of the classical marketing.
Those companies, which are able to afford standard meth-
ods, will usually make use of them whereas smaller, younger
and less wealthy companies will have to rely on their cre-
ativity and finding their potential in Guerilla Marketing ac-
tivities (Levinson, 1998). Furthermore those smaller compa-
nies profit from a time-benefit when making decisions and
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therefore are able to act more flexibly and time sufficiently
(Levinson and Godin, 1996). Levinson, in his later publica-
tions (e.g. Levinson and Godin 1996), revised his view that
only small companies can benefit from the Guerilla concept
but in fact one can derive where the original concept came
from (Levinson and Godin, 1996). For Levinson (2008) suc-
cessful Guerilla Marketing can only succeed if a real-life story
is being told while the consumer’s problems are being solved
through the product or service. He sees Guerilla Marketing
rather as a philosophy or an attitude.
3.1.2. Assault strategy
In one of the early contributions in 1986 Jack Trout and
Al Ries defined Guerilla Marketing as a constructive market-
ing strategy used in the battle of small and medium sized
businesses (Ries and Trout, 1986). The authors identified
three main principles determining successful Guerilla Mar-
keting. First, a market segment has to be found that is small
enough to defend it. It has to be a specific niche that only de-
sires limited resources and that can potentially be determined
for example through geographical, product characteristics, a
specific target group or branch. Secondly the administrative
structure of an organization engaging in successful Guerilla
Marketing has to stay slim in order to save costs and quickly
react to external changes. Lastly, also determined by the fac-
tor of time, an organization has to maintain high flexibility
in order to quickly retreat from less attractive and profitable
fields (Ries and Trout, 1986).
Not surprisingly, since Jack Trout is one of the pioneers
of the positioning strategy in marketing, his efforts primary
focus points lay in the strategical targeting and positioning of
and in market segments. The authors subsequently focused
on instruments like Mosquito Marketing, an instrument of
the Guerilla Marketing concept (see chapter 4), and there-
fore delivered a highly restrictive definition mostly focusing
only on a single approach which primarily seeks assaulting
competitors.
3.1.3. Communication strategy
”Guerilla Marketing is a contemporary interpretation of a
strongly customer-oriented Marketing with a predominant fo-
cus on communication politics” is one of the contributions by
Patalas (2006) stressing the relevance of, without limiting the
field of application to, communication politics in the market-
ing mix.
Guerilla Marketing will not replace conventional market-
ing but rather complement it. It’s a creative and modern
method to break through classical marketing boundaries and
necessary whenever the consumer is no longer willing to re-
act to classical marketing communication. In this case it is
of a high relevance to invent and make use of new creative
methods (Patalas, 2006). The message, the corporate iden-
tity and the story of any action needs to match the targeted
consumer in an understandable and credible way (Patalas,
2006). Furthermore Patalas proposes the use of the term
“Mac-Gyver Marketing” rather than Guerilla Marketing as it
uses the given potential of an individual situation or orga-
nization and excels through a surprising and quick appear-
ance and disappearance. For Patalas the size of an organi-
zation again plays a crucial role as he states that Guerilla
Marketing actions usually work on two levels: the “first pub-
licity” is those people who are confronted with an action di-
rectly and the “second publicity” is those people that are be-
ing reached through word-of-mouth or media broadcastings
(Patalas, 2006). The first publicity shall act as a multiplier
and the second publicity is the even harder to target mass
of recipients which, as a target group, is obviously most in-
teresting to larger companies rather than small and middle
scale enterprise (Patalas, 2006). Patalas (2006) therefore de-
livered a definition that does stress a focus in Guerilla Mar-
keting on SME’s but rather states that the size determines
the goals along Guerilla Marketing actions. Yet, from his per-
spective, the strategical focus still mainly lays on consumer
politics rather than an integrated approach. In the end it is to
ask whether the organization wants to use Guerilla Market-
ing for generating a strong impression or effect or if it mea-
sures the effect through the amount of recipients reached in
total (Patalas, 2006).
Schulte and Pradel (2006) depicted a list of constitutive
characteristics which were identified as contributions to most
of the (then) current definitions. They summarize the pos-
tulates stating that Guerilla Marketing bears the following
properties: “unconventional, surprising, creative, provoking,
cost-efficient, flexible, extraordinary, funny, spectacular and
infectious” (Schulte and Pradel, 2006, p. 22). The authors
themselves further state that Guerilla Marketing does in fact
not depend on the actual operation or execution of an activ-
ity, but rather the spectacular and creative idea that is then
being executed in a startling action.
”Guerilla Marketing is the art of eliciting the highest level of
attention from (. . . ) the consumer through unconventional, re-
spectively original, marketing. Thereto it is necessary that the
Guerilla Marketeer preferably (but not necessarily) acts out-
side classical advertising channels and marketing traditions”
(Schulte and Pradel, 2006, p. 22).
Guerilla Marketing is generally described as unconven-
tional, innovative, inventive and cost-efficient (Schulte and
Pradel, 2006). The authors primarily stress that Guerilla
Marketing works through distinction from competition
through creative and innovative actions. They further per-
ceive the non-classical form of communicating with the con-
sumer as a strategical orientation rather than an operational
execution and therefore deliver a definition with space for
the creativity of the executer (Schulte and Pradel, 2006).
Schulte himself also further understands Guerilla Marketing
as a philosophy and assigns to it any sort of innovative and
modern marketing communication tool always upholding
the consumer perspective (Schulte, 2007). Krieger (2012)
agreed in most points yet included the measure of WoM as a
medium to diffuse content and further stressed the perspec-
tive of the target group. Only if the target group perceives
the communication as unconventional, it has the potential
of being carried on (Krieger, 2012). He states that ”Guerilla
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Marketing (in the narrow sense) describes alternative mar-
keting strategies and instruments in out-of-home advertising,
whose primary goal it is to obtain great attention with the
target groups and stimulate WoM through (out of the view
of the target group) unconventional means of communicating
outside the classical and established communication channels”
(Krieger, 2012, p. 14).
Apart from focusing on target groups Krieger further de-
scribes a limited zone of application for Guerilla Market-
ing by restricting the instruments to out-of-home advertising.
His definition is moving closer towards an all-embracing ap-
proach despite the out-of-home emphasis.
3.1.4. All-Embracing strategy
Despite earlier publications, Konrad Zerr (2003, p. 1)
stresses not only the nature of the activities but rather deliv-
ers an overreaching definition.
”The term Guerilla Marketing indicates the selection of
atypical and undogmatic marketing activities which, at a re-
mote use of means, are supposed to deliver a preferably big
effect. Guerilla Marketing has become a marketing mix over-
reaching basis strategy, a market political tenor of market
penetration, which consciously searches for new, unconven-
tional, until now ignored, possibly frowned upon possibilities
outside the classical paths.”
Zerr refers to a variety of activities, unbound to cer-
tain instruments or tools and stresses the dynamic nature
of Guerilla Marketing as a basis strategy. Conceptually he
assigns Guerilla Marketing a comprehensive position.
Zerr’s definition has also been picked up by Nufer (2013).
Nufer, who further complemented the definition by Zerr
(2003) by referring to Levinson (2008) and Schulte (2007),
confirmed by stating “Guerrilla marketing is an alternative,
holistic marketing approach” (Nufer, 2013, p. 1). He also
stated that “surprising content can turn a classical adver-
tising vehicle or medium into a guerilla marketing activity”
and that Guerilla Marketing “does not make traditional mar-
keting obsolete, but has a supportive point-to-point effect
and helps the marketing mix, mainly the communications
mix, to take on an innovative new face” while aiming to gain
maximum attention at relatively low costs (Nufer, 2013, p.
2).
Hutter and Hoffmann (2011a, p. 124) defined that
”Guerilla Marketing is an umbrella term for unconventional
advertisement campaigns which aim at drawing the attention
of a large number of recipients to the advertising message at
comparatively little costs by evoking a surprise effect and a
diffusion effect. In this way, guerilla marketing campaigns are
highly efficient in terms of the ration of cost and benefit”.
This definition bears various similarities to most recent
contributions whereas Hutter and Hoffmann (2013) ignore
the developments within the concept and do not stress the
overreaching strategical view (even though they consider
their importance and therefore classify them to be posi-
tioned in an all-embracing category). Interestingly Nufer
also addressed the surprising characteristic of Guerilla Mar-
keting moving his point of view even closer (Nufer, 2013).
Apart from a subsequent Diffusion and Low Cost Effect, sur-
prise is the fundamental subordinated effect through which
Hutter and Hoffmann (2011b) have defined and modelled
the Guerilla Marketing effect (see chapter 5). The Guerilla
Effect, described as the ratio of benefit to cost, is also content
of further definitions of Hutter and Hoffmann (2011b). Both
display surprise as the starting point for the further effects
and propose that without surprise and the emotions aligned,
a Guerilla Effect cannot be achieved. These subordinated
effects can be found in their definitions and are further being
used to align principles and instruments and make up medi-
ator variables in their models which are being discussed in
detail in chapter 5.
After the presentation of the most relevant selection of
definitions the presentation of the actual main issue con-
stantly named, the so-called “Attention Dilemma”, deserves
further attention for processing. Only then an exhaustive
critical discussion is reasonable, which can be found at the
end of this chapter.
3.2. Attention dilemma
As a result of the information overload recipients dis-
cover on a daily basis, they naturally filter the mass of in-
formation and instinctively evaluate an advertisement to in-
dicate its value (Hutter and Hoffmann, 2013). This lack
of efficiency is not caused by the missing quality of the ad-
vertisements but rather caused by a strong antipathy of the
consumer experiencing the messages as “disrupting and dis-
tracting” (Langner, 2007, p. 14). When consumers do not
perceive advertising as worthy, or when excessively exposed,
they tend to avoid it (Wanner, 2011).
In classical consumer communication, increasing com-
petition, homogeneous products and the saturated markets
that companies compete in, call for unconventional alterna-
tives to reach the consumer (Ay et al., 2010; Moor, 2003).
The lack of creativity in classical marketing communication
leads to refusal and disclaim (Patalas, 2006). The reason
why consumers are incapable of consuming whatever com-
panies throw at them is not the quality of the marketing ef-
fort but rather the attitude of the recipient (Langner, 2007).
The changes of the various factors do not call for companies
to invest even more budget but, in fact, the opposite. Over
60% of any marketing campaign is said to have an insuffi-
cient cost-benefit ratio with the results simply not justifying
the invested money (Langner, 2007).
The previous chapters already presented most of the ma-
jor influential factors for the development of alternative mar-
keting methods. The reasons described above, all lead to a
final and decisive consequence described by Hutter and Hoff-
mann (2013, p. 6): “The Attention Dilemma”.
At the starting point of this depiction the authors identi-
fied homogeneous products. Those homogeneous products
put great pressure on the competing organizations which
again react through increasing pressure on consumers by
raising the amount of advertising messages (Hutter and Hoff-
mann, 2013). For the recipient this pressure results in an in-
formation overload. The overload is based on the fact that
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humans are only capable of processing a limited amount of
information over a certain period of time (Jacoby, 1977).
Once capacities are met the perception of individuals is lim-
ited and decision-making processes are becoming imprecise
(Jacoby, 1977). The reaction to experiencing an informa-
tion overload is called “reactance” describing the antipathy
towards the constraints put on the individuals (Hutter and
Hoffmann, 2013, p. 6). Such constraint causes a nega-
tive perception of associated brands or products (Hutter and
Hoffmann, 2013). Moreover a homogeneous communication
of homogeneous products does not lead to success but rather
to a so-called “wear-out-effect”, stating that recurring of sim-
ilar products, methods or campaigns causes boredom which
again causing negative perceptions (Hutter and Hoffmann,
2013).
Finally, at the bottom of figure 3, the decreasing efficiency
of advertising again seduces organizations to intensify adver-
tising creating even more pressure (Hutter and Hoffmann,
2013). Hence, escaping the cycle can only occur when an
organization decides to either decrease advertising efforts
or implements alternative communication methods (Hutter
and Hoffmann, 2013). Practitioners and scientists consider
the Guerilla Marketing concept as an appropriate method
to countervail the decreasing efficiency of classical modes
of communicating through “attention recuperation, without
evoking reactance” (Krieger, 2012; Hutter and Hoffmann,
2013, p. 7). From a consumer point of view the depiction of
the Attention Dilemma described above delivers a straight-
forward explanation of prior and current developments in
marketing. Yet, it also delivers a basic approach of how to
leave this cycle of decreasing efficiency and is supposed to
justify the move of marketers towards the so-called “alterna-
tive communication methods” (Hutter and Hoffmann, 2013,
p. 6).
Having identified the fundamental problem statement
and current approaches of defining Guerilla Marketing, the
following chapter proceeds with the question of how alter-
native communication theoretically intends to overcome the
attention dilemma, e.g. how to break the downward sloping
efficiency curve of the classical approaches.
3.3. Résumé
As depicted above most current definitions refer to the
possibility of overcoming the Attention Dilemma through the
use of unconventional, alternative or non-traditional mea-
sures. Emotional activation (e.g. surprise) is named as the
key to reaching strong effects and furthermore potentially ef-
ficiency through diffusion. Diffusion can be identified as the
most relevant determiner for the efficiency in regard to costs,
while only Patalas (2006) addresses the relevance of the two-
step process communicated content moves along (e.g. first
and second publicity). Apart from addressing how content
is being forwarded, it is also vital to the relevance of how
far content is supposed to travel and the consequences of the
journey. “The further the better” can be accounted for most
actions, yet the Guerilla Marketing instruments have differ-
ent focus points and the further a message has travelled and
the more people have noticed it, the less there are left to
surprise anymore. Therefore the possibility of repetition is
strongly influenced. Such distinction delivers also great sup-
port for a further separation between the target of Guerilla
Marketing and its fit to either large or only SME’s regarding
the company’s goals (Patalas, 2006).
Scholars widely agree that Guerilla Marketing can be re-
covered in the classical marketing mix with strong tenden-
cies towards promotional tools (e.g. advertising) yet besides
a few, they do not limit its radius and postulate the flexible
nature in being adaptable to all four tools of the marketing
mix (Hutter and Hoffmann, 2013; Krieger, 2012). A further
point showing the developments over time can be found in
whether or not Guerilla Marketing can and should be used
in combination, isolation or as replacement for classical ad-
vertising (Levinson, 1984). Nowadays scholars propose the
combination with classical measures instead of isolated use
(Hutter and Hoffmann, 2013; Patalas, 2006; Nufer, 2013;
Zerr, 2003).
Finally, so far little effort has been made to describe those
Guerilla Marketing specifics which are supposed to be ac-
counted as the origin (e.g. attention, surprise). In the end
surprise as an emotion that desires cognitive processing it
cannot simply be accounted as the trigger without further
dedication (Hutter and Hoffmann, 2013). Those variables
determining what surprise really constitutes are widely ig-
nored. While stimuli (e.g. non-conservative marketing exe-
cutions) are exemplary being addressed as origin and cause
for surprise in further approaches, even the newest defini-
tions seem to ignore the relevance. A gap between descrip-
tive psychology and Guerilla Marketing sciences can be iden-
tified alongside the ignorance of behavioral inclusion.
3.4. Critique
Considering general marketing conceptions with the
three steps of defining marketing goals, marketing strategies
and marketing mix it is comprehensible that the procedure
also applies to Guerilla Marketing concepts (Meffert et al.,
2011). Furthermore scholars agree and prove that Guerilla
Marketing in the marketing mix takes place primarily in the
field of promotions, e.g. advertising, that it has become, or
at least should be considered, an overreaching strategy and
it potentially applies to any sized organization (Schulte and
Pradel, 2006). Any further approach of narrowing down
and categorizing does not grant exclusivity and primarily
tries to show where the concept mostly, but not exclusively,
fits. Exemplary defining Guerilla Marketing as only being ap-
plicable below-the-line or out-of-home is not sufficient and
can easily be refuted as “invisibility” is not a circumventing
characteristic (Hutter and Hoffmann, 2013; Krieger, 2012).
Due to the range of possibilities any given advertising vehicle
or mass-media communication tool could be integrated in a
Guerilla Marketing campaign (Bruhn, 2007; Nufer, 2013).
Neither the tool of the marketing mix or instrument used,
the conceptual operative planning, the predetermined sur-
prise or activation, nor the desired effect, can be considered
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Figure 3: The Attention Dilemma; Source: following Hutter and Hoffmann (2013, p. 6)
an overreaching stand-alone criteria or exclusive characteris-
tic (Meffert et al., 2011). Only in combination they may be.
When targeting a common ground in Guerilla Marketing one
has to critically question if there really is existence of delim-
itating characteristics and if this thin yet dynamic line will
ever be identified. In the end, having filtered these proposed
characteristics, one is left with a philosophical projection that
is relying on the unconservative nature in the sense of alter-
ing classical advertising only in a way that assigns space to
creative executions.
Ultimately the author proposes the following definition:
Guerilla Marketing is a comprehensive basic strategy exe-
cutable throughout the marketing mix as a supplement, mod-
ification to and/or creative escape from any licensed and/or
purchased mass-media advertising space. It is the art of execut-
ing strategical and economical war on competitors and framed
spaces by generating cost-efficiency through achieving a vari-
ance in the audience’s perception and expectation (e.g. sur-
prise) to overcome the attention dilemma, with the potential to
either trigger diffusion to a second extensive, yet relatively in-
tangible and undefined, audience or to forcefully embed a rela-
tively strong message in the first audience.
4. Guerilla Marketing practice
“A selective distinction and unambiguous categorization
is not possible” and all Guerilla Marketing instruments “com-
plement each other and function synergistically to produce
the actual impact of Guerilla Marketing” (Nufer, 2013, p. 5).
Therefore the upcoming section will present a selection of in-
struments that are widely acknowledged to be gathered un-
der the umbrella of Guerilla Marketing. Besides classifying
the instruments through concentrating them by their primary
outcome or effect (e.g. the basis for the later presented me-
diators of the LSD Model I and II), the instruments described
adjacently further correspond to certain principles (Hutter
and Hoffmann, 2011b).
Nufer (2013) contributed a classification into 4 cate-
gories, whereas three are distinct and one, the “Low Budget
Guerilla Marketing”, is of a comprehensive nature. The other
categories are labeled “Infection Guerilla Marketing” corre-
sponding to those instruments, mostly new media, primarily
aiming at a so-called Diffusion Effect (e.g. Viral Marketing),
“Surprise Guerilla Marketing” corresponding to those with
the emphasis on a strong Surprise Effect through installations
in public places and lastly “Ambush Marketing” as a separate
category (Hutter and Hoffmann, 2013; Nufer, 2013). The
category of “Low Budget Marketing” is “a specific case that
can be subsumed to all other categories” (Nufer, 2013, p. 3).
While Nufer (2013) and Hutter and Hoffmann (2011a)
deliver fairly similar approaches those titled by Hutter and
Hoffmann are used as depicted in figure 4. They close the
gap between categorization, aligning instruments and fitting
them under principles and effects that are later serving as a
basis for modelling Guerilla Marketing. As depicted in figure
4, the principles presented by Hutter and Hoffmann (2011a)
are mundanely categorizing the instruments of Guerilla Mar-
keting into the principles of “Freeriding”, “Living Environ-
ment” and “Recommendation”. Freeriding corresponds to
the Low Cost Effect, the Living Environment to the Surprise
Effect and Recommendation, as a principle, aligns with the
Diffusion Effect. As a fourth principle the “Flanking” Guerilla
PR is presented, whereas its special frame will be discussed
in detail later on (Hutter and Hoffmann, 2011a). While Hut-
ter and Hoffmann list Ambush Marketing as a Low Cost Ef-
fect category, Nufer assigns a separated role to the concept
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as it does not depend on Surprise or Diffusion Effects but
can rather be executed without those features. Nevertheless
both approaches make use of a similar foundation. Delin-
eation only occurs while assigning the freeriding principle
to the Low Cost Effect since Nufer states that “Low Budget
Guerilla Marketing” as a category needs to be assigned to all
other categories (Hutter and Hoffmann, 2011a, 2013; Nufer,
2013).
4.1. Guerilla Marketing instruments
In the following section the most relevant instruments
will be presented, briefly discussed and the prioritized inten-
tions will be presented. Both the desired primary effect of the
Guerilla LSD Model I and II (see chapter 5) as a basis for the
following chapters and the classification through assigning
the relevant principle will support the subsumption. Simul-
taneously, issues and deficits of such classifications will be
presented aside the examples. Comparing the instruments, if
possible, to classical methods, will support the understanding
(Hutter and Hoffmann, 2013; Nufer, 2013).
4.1.1. Ambush marketing
Ambush Marketing first arose before and at the Los An-
geles Olympic Games of 1984. As the total number of official
sponsors in the 1976 Montreal Summer Olympics peaked at
a total of 628, regulatory changes introduced by the Interna-
tional Olympic Committee in the early 1980s restricted the
number of sponsorships and partners of the Olympic Games
from 1984 on (Shani and Sandler, 1998). A smaller cir-
cle of exclusive partners categorized by products was, on
the one hand, supposed to deliver a greater awareness and
stronger impacts for the sponsors and, on the other hand,
drive the costs of these exclusive sponsorships (Shani and
Sandler, 1998). Hence these changes opened the door for
Ambush Marketing as a strategy for organizations not will-
ing to pay these great amounts but still seeking the positive
effects of being associated with major sporting events (Bur-
ton and Chadwick, 2009). As Burton and Chadwick (2009,
p. 2) state, “sponsorship ambushing has historically taken
place at major sporting events, and often has been seen as
being directly related to competition between major brands
(. . . ).” Without officially being set in relationship to an event,
these organizations make use of television commercials, so-
cial media, on-location promotions and out-of-home media
strategically trying to be linked to the event and causing con-
fusion with the recipients on whether or not an organization
really is sponsoring an event or not. Meenaghan contributed
a classification of five Ambush Marketing strategies: Spon-
soring media coverage of an event, sponsoring a sub-category
within an event, making a sponsorship-related contribution
to a players’ pool, engaging in advertising that coincides with
a sponsored event, or the development of other imaginative
ambush strategies (Meenaghan, 1994).
Studies have proven that Ambush Marketing and spon-
sorship both as concepts cause confusion with the recipients.
The sponsorship concept is quite familiar whereas the Am-
bush Marketing concept isn’t (Hutter et al., 2011). During
the FIFA World Cup 2010 Hutter et al. (2011) conducted a
study on how recipients notice and classify either sponsors or
ambushers. Interestingly only 1% of the recipients were able
to clearly identify the four tested ambushers whereas 74.9%
of the recipients classified at least three out of four ambush-
ers as official sponsors (Hutter et al., 2011). Contrarily only
64.4% of the recipients were able to reach the same score
with the official sponsors while the classifications of the re-
cipients prevailed that 63.3% of the recipients showed great
confusion on who is an official sponsor and who is not (Hut-
ter et al., 2011).
Ambush Marketing is one of the instruments with a high
potential for experiencing negative consequences of various
kinds. Apart from the danger of legal consequences, orga-
nizations can draw great profit out of ambush efforts as the
costs (even including a legal aftermath) are relatively still
much lower than those of an official sponsorship (Burton and
Chadwick, 2009). Official right holder’s investments are de-
valued and as control of the event organizers are lacking to-
wards ambushing organizations, the risk of negative image
transfers towards the events are increased (Burton and Chad-
wick, 2009). Yet literature, just like media and obviously the
sponsors themselves link Ambush Marketing with a negative
image and raise moral concerns, as parasitically enriching or-
ganizations not only harm the sponsors, but also cause dam-
age to the events themselves (Burton and Chadwick, 2009).
Just as with other instruments, the evolution of Ambush
Marketing has not stopped and changes in the execution and
also the acceptance could quickly be discovered. Already in
1994 Meenaghan found that many of the actions and cam-
paigns previously identified as Ambush Marketing were be-
come routine practices.
Obviously Ambush Marketing uses the principle of Freerid-
ing through profiting from publicity-effective events more
than any other instrument. It carries its stand-alone image
amongst others and could potentially be executed with the
goal to reach a great mass of audience or simply a homoge-
neous group attending an event (Nufer and Bender, 2008).
It is the guerilla version of an official sponsorship and primar-
ily aims at achieving cost-efficiency (Hutter and Hoffmann,
2013). Furthermore it is not bound to any restrictions dur-
ing implementation and could be anything from a logo on a
shirt worn under a jersey, a big screen positioned on private
housing right next to a stadium or just strategical advertising
bookings with indirect references in the content to an event.
Recalling a bilateral categorization from chapter 2 it becomes
obvious how Guerilla Marketing campaigns either live off the
concept or the instrument. Both are applicable and especially
Ambush Marketing identifies itself rather through a war on
licensing and competitors rather independently from vehi-
cles or tools used, but rather through creative strategies. In
Online-Appendix 1 a current example of the clinch between
football sponsors and ambushers is presented whereas the
scandal of Mario Götze wearing his personal sponsor’s shirt
received even more notice when the sponsor denied any
responsibility for the action (see Online-Appendix 1).
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Figure 4: Alignment of Guerilla Marketing instruments, principles and effects; Source: following Hutter and Hoffmann
(2011a).
4.1.2. Mosquito marketing
Just like Ambush Marketing, Mosquito Marketing has
the ultimate goal of receiving attention through apportion
of other’s costs (Hutter and Hoffmann, 2013; Ries and Trout
1986). While Ambush Marketing is frequently performed
by huge organizations, Mosquito Marketing is rather per-
formed by SME’s which are trying to fill a big competitor’s
niches (Patalas, 2006). The effect of the marketing efforts
is also considered a Low Cost Effect through making use
of the freeriding principle whereas in this case competition
could allow for or even profit from it. While Ambush Mar-
keting seeks mixed perceptions and confusion amongst the
consumers, Mosquito Marketing is rather about positioning
and aiming a niche target group often by offering compli-
mentary goods or services and promoting them (Ries and
Trout, 1986). Jack Trout, a pioneer in market segmentation,
primarily pushed the concept towards an understanding of
Niche Marketing understanding the concept as an Assault
Strategy as discussed in chapter 3 (Ries and Trout, 1986).
4.1.3. Shock marketing
As the first instrument mainly working through the stimu-
lation of a strong Surprise Effect and making use of the living
environment principle, Shock Marketing is being introduced
(Hutter and Hoffmann, 2013). This method tries to use shock
through delivering campaigns violating social norms, values
and laws, at an extreme emotional state and is therefore said
to stimulate a maximum effect (Williams, 2009). “Emotional
Marketing is able to imprint itself over a longer period of time
and easier into the memory of the recipient.” (Nufer and Ben-
der, 2008, p. 19). Nevertheless, shock is a very subjective
state of mind and therefore various content can and will be
perceived differently by whoever consumes it, whereas many
campaigns simply show a non-disarmed reality that the recip-
ient is not capable of handling (Williams, 2009). Whereas
optimists would suggest leaning on the slogan that “any pub-
licity is good publicity” only very few organizations dare to
use the instrument of Shock Advertising fearing a negative
image transfer (Williams, 2009).
Conversely recipients tend to ignore and refuse shock-
ing advertisements as a self-protecting mechanism (Williams,
2009). Any content that contradicts morals, values, norms
or religious beliefs like for example extreme nudity, racism,
brutality, anti-Christianity or even poverty embedded in the
desired surrounding will most likely draw great attention
through a high level of activation, yet the reactions of the in-
dividual are hardly to be foreshadowed and can quickly result
in an antipathy towards an associated brand, product or per-
son (Williams, 2009) Only if that is the desired reaction, an
initiator can run a Shock Advertising campaign at barely any
risk. Legal regulations for example in some countries enforce
the placement of shocking pictures and messages on merit
goods like tobacco products or liquor. In this case shock-
ing the recipient in a way that supposedly discourages the
use and enhances antipathy towards the product is desired
(Urwin and Venter, 2014). Another example is the brand
“French Connection” that was found in London in the early
1970s. Their great marketing success from the early 2000s
till today was also caused by the company’s implementation
of the initials “FCUK” meaning “French Connection United
Kingdom”. The equivocal acronym together with an advert-
ing slogan drew great attention and triggered a provoking yet
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appealing reaction reaching the right target group (Javed and
Zeb, 2011).
4.1.4. Ambient marketing
Ambient Marketing is a concept which, as the name sug-
gests, mainly deals with advertising in a specific living en-
vironment or ambience and which surprises through leaving
frames of mass-media advertising (Bruhn 2013; Hutter and
Hoffmann, 2013). The British agency “Concord Advertising”
started promoting it in 1996 and is mainly responsible for its
breakthrough as a reaction of their client’s requests for some-
thing new and different (Chatterjee, 2011). The terms “Ambi-
ent Marketing” or “Ambient Advertising” are commonly used
synonyms whereas for the sake of distinctiveness and despite
the fact that its founder Concord Advertising titled the con-
cept Ambient Media, the label “Ambient Marketing” will be
used (Wehleit, 2005). As Ambient Marketing can hardly be
assigned to an advertising vehicle or frame, common defi-
nitions only rarely try to identify aligned media but rather
focus on the interplay of the ambience and the target groups
(Grauel, 2002). An example is Ralf Grauel’s definition stat-
ing that Ambient Marketing as a “non-classical media com-
munication with mobile target groups” whereas again still
today no comprehensive definition has been recognized or
acknowledged (Grauel, 2002, p. 2). It can further be classi-
fied as an out-of-home-media and can be seen as the Guerilla
Marketing version of the classical outdoor-advertising (Hut-
ter and Hoffmann, 2013). Borders shift over time and a clear
classification towards a specific outdoor-advertising or set-
ting a clear distinction between classical and non-classical
advertising is almost impossible. Secondly “Ambient could
be seen as a movable term and defined by advertising norms
of the day” (Luxton and Drummond, 2000, p. 735). For
example the distribution of free post cards with advertising
messages in bars has become a classical mass-media medium
within ten years whereas at the beginning it was a non-clas-
sical innovative form of Ambient Marketing. Just like any
abnormal location or innovative idea is considered differ-
ent, “they are perhaps no longer unconventional and have
encroached on mainstream territory by virtue of their rep-
etition” (Luxton and Drummond, 2000, p. 735). Welling
(2005) contributed a broad classification of Ambient Media
following the features of indoor vs. outdoor, unique cam-
paign vs. enduring campaign and mobile vs. fix installations.
Whether or not the concept itself is an extension of the us-
age of advertising space or an innovative concept is broadly
discussed, but in the end it is aiming at overwhelming the
consumer with an advertisement in an unexpected situation
trying to maximize attention through surprise (Chatterjee,
2011). The features characterizing an ambient campaign are
therefore choosing the right, e.g. unexpected and unusual,
location, the unconventional method of positioning or exe-
cuting an advertisement and the time-dependency, e.g. the
temporal factors (Luxton and Drummond, 2000). The multi-
faceted field of application opportunities again support a bi-
lateral perspective as introduced in chapter 2 and 3. Most rel-
evantly the ambience, e.g. the atmosphere or habitat, of the
specific target group justify Ambient Media (Wehleit, 2005).
This could be the supermarket, tram or simply a bar whilst
the delimitation of a homogeneous target group towards oth-
ers could in this case turn a simple poster into an Ambient
medium (Wehleit, 2005). As mentioned before this inter-
play only works as long as Ambient Marketing still comprises
the most relevant Surprise Effect, the deviations of schema-
incongruence, as a key descriptor (Croft, 1998). The im-
portance of the homogeneous target group therefore obvi-
ously determines the projectable characteristic of any defini-
tion (Wehleit, 2005). In summary one needs to notice, that
“what might be considered ambient one day may not be the
next, as audiences become familiar with any given location
and the point of difference or ‘unusuality’ fades” (Luxton and
Drummond, 2000). The overall aim remains the attempt to
cut through the clutter of conventional advertisement by dis-
rupting the consumer and pleading him or her for attention
(Bainbridge and Curtis, 1998).
Due to the relatively low cost, the wide range of opportu-
nities and the potential of diffusion to a great mass of recipi-
ents, Ambient Marketing is one of the fastest growing instru-
ments (Turk et al., 2006).
4.1.5. Sensation marketing
The term Sensation Marketing is one that in practice is
often used as a direct synonym for Guerilla Marketing as the
campaigns and actions usually entail a high effort and de-
gree of singularity which makes it almost impossible to repli-
cate (Nufer and Bender, 2008). Embedding a campaign in
a strategy that enhances a strong Diffusion Effect is there-
fore the factor determining the success, whereas embedding
the campaign in the living environment and therefore mak-
ing use of the Surprise Effect is the most relevant classifica-
tion factor (Hutter and Hoffmann, 2013). Surprise sets the
condition for diffusion. The actions are usually executed in
the out-of-home area in highly frequented regions and loca-
tions promising to reach a great mass of recipients and the
media for just a short period of time (Schulte, 2007). The
delimitation to Ambient Marketing results from the dynamic
character of Sensation Marketing whereas Ambient Market-
ing is characterized as static and therefore less restricted by
time (Hutter and Hoffmann, 2013). Dynamics are mainly
generated by persons being involved (Schulte, 2007). Sensa-
tion Marketing further confines through bearing greater and
different risk factors of failure through the uniqueness of an
event, the greater dependency on a strong Diffusion Effect
and risk of missing the target groups. Often concerts, tourist
attractions and sporting events are therefore used as a set-
ting to be able to forecast a potentially homogeneous target
group.
4.1.6. Buzz and stealth marketing
While Viral, Buzz and Stealth Marketing all work through
the positive effects of WoM and recommendation principles
and therefore can be classified as prioritizing Diffusion Ef-
fects, they are often mistakenly used as synonyms (Hutter
and Hofffmann 2013).
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Buzz Marketing can be described as ”a multi-dimensional
communication process that involves sending persuasive mes-
sages out via buzz agents (senders) to buzz targets (receivers)
in the form of WOM (offline and online) conversations and re-
trieving market research information from buzz agents on the
particulars of these buzz marketing experiences” (Ahuja et al.,
2007).
As Buzz Marketing simultaneously works through quickly
spreading content online and offline amongst communi-
cating individuals, most scholars agree on delimitation to
Viral and Stealth Marketing through the use of so-called
“Buzz agents” as facilitators (Ahuja et al., 2007; Mohr, 2007;
Thomas, 2004; Kaikati and Kaikati, 2004). Most impor-
tantly those agents act voluntarily as commissioners of a
brand, organization or product whereas Stealth Marketing
makes use of interlocutors purposefully spreading a con-
cealed message (Kaikati and Kaikati, 2004). It is the credible
propagation of something the agent is enthusiastic about
versus the “economically motivated” Stealth approach (Hut-
ter and Hoffmann, 2013, p. 84). Despite actual enthusiasm
the agents (often mediated via Buzz agencies) can still get
paid while taking the role of the consumer, opinion-leader,
brand commissioner, sales supporter or market researcher
(Ahuja et al., 2007). Both approaches raise moral concerns
whereas critics fear a commercialization of the private life
(Hutter and Hoffmann, 2013). Whilst Buzz agents can freely
decide on whether or not they want to lay open their func-
tion, Stealth Marketing purposefully hides messages and the
commercial roots of the communication and therefore calls
many critics trying to prohibit Stealth Marketing (Walker,
2004). Most relevantly the general concept itself only works
through those individuals that can either be motivated intrin-
sically or extrinsically to take the role of an agent (Walker,
2004). Those who like communicating, sharing information
and strongly involve themselves in brands or products are
intrinsically motivated whereas extrinsic motivation can be
of an immaterial nature like prestige or a material nature
like product samples or payments (Walker, 2004; Hutter and
Mai, 2013).
For the sake of integrity it is crucial to understand the
misleading use of terminology and category. Despite the syn-
onymous use of Buzz and Stealth Marketing, various scholars
use Stealth Marketing as the umbrella term for a great vari-
ety of other methods and types of Marketing (Kaikati and
Kaikati, 2004). Kaikati and Kaikati (2004, p. 6) deliver a
distinction between Buzz and Stealth Marketing saying that
“instead of aggressively shouting to everybody at the same
time, stealth marketing tends to whisper occasionally to a few
individuals.” Andrew Kaikati, a consultant serving Fortune
500 clients, and Jack Kaikati, Professor of Marketing at the
Southern Illinois University (Kaikati and Kaikati, 2004, p. 6
ff.), also list the following techniques as subordinated types of
Stealth Marketing: Viral Marketing, Brand Pushers, Celebrity
Marketing, Bait-and-Tease Marketing, Computer Game Mar-
keting and Pop/Rap Music Marketing opening the field of in-
terpretation even further yet giving another example of the
special role of Viral Marketing as a supportive tool.
4.1.7. Viral marketing
Picking up Viral Marketing and considering that it is the
intention (as the name suggests) to purposefully spread con-
tent amongst individuals, one has to regard the bipolar use
of the concept. First of all it is being used in isolation to cost-
effectively reach a great mass of recipients but secondly it is
often aligned with other advertisements like Ambient Mar-
keting to facilitate a maximum Diffusion Effect towards a
great mass of recipients. Nevertheless the diffusion through
positive WoM and recommendation is the desired effect and
therefore provides the basis for its classification (Hutter and
Hoffmann, 2013).
The concept strongly depends on word-of-mouth trans-
fers, one of the oldest and still most relevant marketing tech-
niques (Röthlingshöfer, 2008). In this context WoM can be
defined as “(. . . ) any sort of communication between indi-
viduals about products, services, brands which takes place
without a commercial interest (between the individuals). It is
not necessarily bonded to oral or written comment. The par-
ticipants or word-of-mouth can further transfer information
via pictures, videos or through any communication method”
(Röthlingshöfer, 2008, p. 27). The art of trying to regulate
this interpersonal exchange of individuals strongly depends
on so-called “Memes”, which are ideas of any kind which are
imprinted in an individual’s mind who then acts as a host
to transfer the content just like a virus (Langner, 2009, p.
15). Only those Memes that are enhanced through catalysts
called “memetic triggers” will be forwarded to infect further
individuals (Röthlingshöfer, 2008).
The elements determining the success of a Viral Market-
ing campaign are the content, the so-called “seeding” and the
incentives for the infected individuals to spread the informa-
tion (Langner, 2009, p. 38). Firstly the content, meaning
the product promoted and rather also the message commu-
nicated needs to be designed in a way that it can become
a topic amongst the target group. It needs to entertain and
amuse the consumer, trigger emotional reactions, deliver a
positive image that the recipient is keen on spreading but
mostly be innovative and new so that the consumer believes
he or she is in an advanced situation being able to spread
new content (Langner, 2009). An assigned use (e.g. sales
promotions) can also serve as reason to spread. Being able
to create a strong Surprise Effect can be a facilitator again
(Langner, 2009). Especially mass media like the internet of-
fers a wide variety of opportunities (Leonardi, 2008). So-
cial networks, blogs, chats, newsletters and web communi-
ties within those networks allow the initiator to speak to a
homogeneous target group (Leonardi, 2008). The range of
seeding can be determined by either aiming at a flow of in-
formation towards close friends and relatives of a recipient
(mainly relying on a high value of the content) or at exten-
sive seeding towards a rather anonymous and random group
of recipients (Langner, 2009). The incentives to forward any
content can be of a passive nature (lowering barriers to share
information) through for example enabling an individual to
share information by just clicking on a link on any homepage
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or of a more active nature offering discounts, promotions or
competitions for those who involve others (Langner, 2009).
4.1.8. Guerilla PR
Guerilla PR can neither be directly classified as an adver-
tisement vehicle nor a strict Guerilla Marketing instrument,
but rather a “flanking” tool that may supportively accom-
pany other Guerilla Marketing instruments (Hutter and Hoff-
mann, 2011b, 2013). Strongly depending on Surprise Effects
within editorial content that are worthwhile being covered,
Guerilla PR, considered a subtype of PR, can enhance Diffu-
sion and Low Cost Effects and therefore be associated and
combined not only with the different instruments but also
with any subordinated effect or instrument of the Guerilla
Marketing (Hutter and Hoffmann, 2013). Hutter and Hoff-
mann (2011b, p. 7) further state that “Guerilla PR markedly
improves the Guerilla Effect since media reports increase the
number of addressees at hardly any financial efforts” and “is
very persuasive, because consumers consider press reports
more credible than advertisements. Purposeful initiations
can be achieved through the execution of practically any cam-
paign that is planned “in such a manner that they are appeal-
ing for the journals” (Hutter and Hoffmann, 2011b, p. 7).
Yet again controversy is great and confusion the normal
course. Marketing and journalism literature either ignore the
concept or promote it as the umbrella term for any instru-
ment or campaign that can potentially be covered by Guerilla
PR (Fischer, 2009, p. 380 ff.).
4.2. Résumé
With the presentation of the individual instruments it
becomes visible where the assessment by Nufer (2013) from
the beginning of chapter 4 came from. Due to the extreme
fundamental discrepancies between the instruments the dis-
cussions on categorizing and defining Guerilla Marketing
are now even more understandable. Each of the three ap-
proaches introduced by Nufer (2013), Gelbrich et al. (2008)
and Hutter and Hoffmann (2013) just like the assignment
of principles are comprehensible in a segregated consider-
ation. Yet, all instruments clearly show distinct individual
characteristics and therefore an isolated perspective is rea-
sonable. Nevertheless, even though fitting the instruments
in categories is possible to a certain extent, those categories
again will ideologically drift away from each other opposing
approaches to finding an all-embracing approach.
4.3. Critique
Critical observation only is legitimate when considering
the principles and effects individually in objection to the us-
age as a basis for defining Guerilla Marketing as a whole.
Most strikingly as shown in figure 4 Hutter and Hoffmann
(2011a, 2013) try to use categories derived from desired
effects of the instruments (Surprise Effect, Diffusion Effect
and Low Cost Effect) whereas, without forestalling chapter 5,
those are later set in subsequent order for modelling Guerilla
Marketing. Such ordering contradicts an approach to use the
same categories for clearly delimitating the instruments, yet
acknowledges a strong interdependence between the effects
and subsequently the instruments.
Such interdependence, especially in regard to Viral Mar-
keting and Guerilla PR, seems quite comprehensible. Those
instruments should be considered as facilitators that bear the
primary intention to enhance the effect of other instruments.
In fact Viral Marketing is closer to being a transmitter, e.g.
a new channel or vehicle, rather than an instrument. It has
emerged from modern technologies offering further opportu-
nities just like radio advertising or television advertising have
at the beginning stages of their presence yet does not set any
limitations to the form of content that is supposed to become
a virus and allows for unintentional spreading. Guerilla PR
is similar in this respect and, in a simple thought, just like
individuals diffusing a virus a broadcaster would cover and
forward content they perceive as worthy and somewhat edi-
torial. Furthermore the contributions of Nufer (2013) and his
idea of considering Low Budget Marketing as an overreach-
ing principle that accounts for any instrument, such category
seems rather self-explanatory applying basic economic prin-
ciples.
Aligned with the (re-)introduction of a “Guerilla Market-
ing principle” overreaching all potential marketing tools or
instruments (see chapter: 2.5), the author therefore proposes
a general alienation from the instruments which mainly exist
as such due to the frequency of execution in practice. Ex-
emplary, if any instrument can potentially become a Guerilla
Marketing instrument, then assigning new titles for a Guerilla
Marketing “version” of another instrument is little construc-
tive. Ambush Marketing is the guerilla version of any other
advertising or sponsoring of an event. Shock, Ambient or
Sensation Marketing can be perceived as advancements in
the evolution of marketing due to the need of reacting to an
Attention Dilemma (see chapter 3). Buzz and Stealth Mar-
keting are an extreme combination of WoM driven by cus-
tomer loyalty and intrinsic and extrinsic motivation whereas
Viral Marketing and Guerilla PR are primarily transmitters
(e.g. channels) with supportive functions (Walker, 2004).
Finally Guerilla Marketing can still be described through its
instruments, yet it should never be limited by those instru-
ments or whatever title they carry. The dynamic character is
what keeps the principle alive while instruments come and
go never forgetting how the title was linguistically derived
(Nufer and Bender, 2008).
5. Modelling Guerilla Marketing
Despite the issues regarding the formulation of an up-
to-date definition, even fewer approaches have been made
to present an overall model for Guerilla Marketing. While
few approaches aim at modelling individual Guerilla Mar-
keting instruments (e.g. “R.I.P. Conceptual Model for Am-
bient Advertising” by Snipes, 2012; “Alternative Marketing
Model on Social Media Platforms” by Castronovo and Huang,
2012), most relevant all-embracing contributions over the
last years have been published by Hutter and Hoffmann
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(2011b, 2013). Furthermore scholars like Luxton and Drum-
mond (2000, p. 737) made use of classical marketing models
(e.g. “Attitude-toward-ad-model” by Edell and Burke, 1987)
trying to integrate Guerilla Marketing measures (e.g. “Am-
bient Model” adapted from Sheth-Newman-Gross-model of
consumption values 1991). Basic models like the “AIDA” or
“S-(O)-R-Model” (Gawlik et al., 2006) serve as a ground for
subsequently organized approaches.
While the models presented were derived from current
approaches of classifying and defining Guerilla Marketing,
they will serve as a basis for the upcoming chapter.
5.1. LSD Model I
Aligned with their definition, Hutter and Hoffmann first
presented an approach to model Guerilla Marketing which is
titled “LSD Model” referring to the three mediators positively
influencing the outcome: “Low Cost-, Surprise- and Diffusion
Effect” (Hutter and Hoffmann, 2011b, 2013). Definition and
model both depict that Guerilla Marketing lives on achieving
a so-called “Guerilla Effect” describing, the favorable ratio
of cost and benefits, with the goal of a profitable relation of
advertising costs and effects (Hutter and Hoffmann, 2011b).
This Guerilla Effect (see figure 5), modelled as the depen-
dent variable, is being influenced through the independent
variable, an “unconventional advertising campaign” (Hutter
and Hoffmann, 2011b, p. 4).
Apart from the relationship between the independent
variable, the three mediators show causal relationships be-
tween the dependent and independent variable. The total
effect of the model is therefore explained only via indirect
(mediator) effects, whereas no direct effect is depicted (Ur-
ban and Mayerl, 2007). The three subordinated effects,
the mediators, each either influence the dependent variable
directly or the subsequent mediator if applicable. Multi-
collinearity exists. Yet as the mediators explain why and
how a causal relationship exists and since the model from
2011 has undergone various changes regarding the mediat-
ing variables, focus should be put on the three subordinated
effects and the overall understanding of the model (Hutter
and Hoffmann, 2013; Little et al., 2007, p. 207 ff.).
The designated benefits of the Guerilla concept men-
tioned earlier frequently describe the “increase in consumer’s
attention” as one of the few points most definitions agreed on
(Hutter and Hoffmann, 2011b; Ries and Trout, 1986; Levin-
son, 1984). “Attention”, the variable of the ratio that needs
an increase to optimize the measure, should be provoked
through using surprising elements in Guerilla campaigns
(Hutter and Hoffmann, 2011b). In succession the “Surprise
Effect” is the first of the three subordinated effects creating
the Guerilla Effect (Hutter and Hoffmann, 2011b, p. 4). To
further stimulate an efficient ratio the cost-variable can be
optimized through being able to reach a great mass of recipi-
ents. A transfer of a Guerilla campaign to a larger amount of
recipients can therefore lead to the “Diffusion Effect” which
stands in line as the second subordinated effect of the model
(Hutter and Hoffmann, 2011b, p. 4). Interestingly and not
depicted in the model this effect can be driven either by in-
terpersonal diffusion or medial diffusion as the media could
potentially pick up campaigns that drew their attention (Hut-
ter and Hoffmann, 2011b). Lastly the so-called “Low Cost
Effect” in a third step can be reached through executing
campaigns that require only small budgets or that are able
to relatively increase contact numbers reducing the cost per
person.
Below those three subordinated effects of the LSD Mod-
el I will be explained in further detail followed by a transfer
into the second model.
5.1.1. Surprise effect
“Surprise is a result of the divergence of perceptions and
expectations” (Hutter and Hoffmann, 2011b, p. 4). Expec-
tations are the result of patterns that an individual develops
while a discrepancy between a stimulus (e.g. a Guerilla cam-
paign) and a schema (e.g. fixed spots for advertisement that
an individual expects to see) can cause surprise (Mandler,
1982; Alden et al., 2000). Surprise, as an emotional reaction
to a certain level of disconfirmation, is the emotional reaction
which subsequently leads to a change in cognitive activation,
e.g. greater attention towards a stimulus (Meyer et al., 1991;
Lindsley, 1951). Surprise can therefore be achieved by any
stimulus which fulfills these requirements and which has the
strength to emotionally influence an individual through excit-
ing or shocking the recipient or simply, as mentioned above,
by positioning advertisements in atypical locations (Meyer
et al., 1991). Path 1 depicts the causal relationship of the
advertising measure and surprise. Path 2 subsequently dis-
plays how the surprised individual shows increased and over-
proportioned interest in the stimulus achieving an indirect
Guerilla Effect via only one mediator variable (Niepel et al.,
1994). The instruments primarily focusing on a maximized
Surprise Effect are Ambient Marketing and Sensation Mar-
keting (Hutter and Hoffmann, 2011b). With Ambient Mar-
keting surprise is generated through the use of unusual set-
tings for implementing unexpected and unconventional cam-
paigns and through being the first to do so. Usually those are
positioned and bound to remain static for a certain period
of time. Sensation Marketing on the other side tries to sur-
prise through a more dynamic character while performing ac-
tions rather than permanent installations. Exemplary “flash
mobs are a subtype of sensation marketing which is more and
more often used” as public initiation (Hutter and Hoffmann,
2011b, p. 5-6). Hence such initiation shows how a strong
Surprise Effect can generate the attention of individuals who
would elsewise try their hardest to avoid advertisements in
any way.
5.1.2. Diffusion effect
The amount of recipients reached with any campaign is
classically the most determined matter of expense computed
through the cost-per-thousand parameter in radio, TV or
print media. Whilst trying to reach the maximum amount
of recipients at given costs, Guerilla Marketing campaigns
aim at profiting from multipliers, such as individuals or the
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Figure 5: The LSD Model I; Source: following Hutter and Hoffmann (2011b, p. 4)
media sharing information of a campaign, that do not in-
crease costs in a ratio the cost-per-thousand would suggest
(Hutter and Hoffmann, 2011b). Hence it is vital to take as
much control over these gratuitous multipliers as possible
(Solomon et al., 2011). For example, especially through
social networks, the initiators can try to evoke surprise in a
way that constructively stimulates the voluntarily forward-
ing of content by recipients through emotionally involving
them in a way that makes them obliged to share information
(Menon and Uddin, 2010). This modern form of word-of-
mouth communication, just as the classical, also bears the
advantage of a high credibility as individuals perceive friends
or family members as a much more reliable source entailing
a credibility that no other classical advertisements could ever
achieve (Hutter and Hoffmann, 2011b; Arora, 2007). Path 4
in figure 5 depicts how the surprise, as result, is being carried
on through the Diffusion Effect creating the Guerilla Effect
directly. Yet, a Low Cost Effect can also be the third mediator
involved (path 5) if such diffusion occurs at relatively low
costs.
Instruments that can primarily be assigned to the Diffu-
sion Effect are Viral Marketing, Buzz Marketing and Guerilla
PR. Viral Marketing mostly focuses on sparking a flow of com-
munication that spreads like a virus into the desired target
groups (Southgate 2010). Again the spreading of a content
can be provoked either through individuals, e.g. members of
the target group who hopefully forward the content to other
members of the homogeneous group, or the media. Just like
the flash mob instrument described above, Guerilla PR fo-
cuses on modern information technologies and communica-
tion technologies and most frequently uses short video clips
that are supposed to diffuse through being shared over the
internet (Hutter and Hofmann 2013). This way Viral Mar-
keting is often described as a cost-efficient pendant to con-
ventional television-spots but also serves as a facilitator to
other instruments (Hutter and Hofmann 2013).
Buzz Marketing also follows the overall goal to stimulate
online and offline word-of-mouth communication. Individ-
uals, often fans of the product, are equipped with free sam-
ples and detailed information and should then act as “mar-
ket researchers, advertisers, distributors and influencers in
the decision-making process of other consumers” (Hutter and
Hoffmann, 2011b, p. 7). Obviously these individuals need to
be incorporated in a homogeneous target group with similar
characteristics to be able to be persuasive (Hughes, 2005).
Guerilla PR, as a contraire to Viral Marketing and Buzz
Marketing but as a facilitator to any other Guerilla Market-
ing instrument, focuses on making use of editorial sections
of mass-media instead of accounting on individuals commu-
nicating (Hutter and Hoffmann, 2011b).
5.1.3. Low Cost effect
The third subordinated effect can either be triggered
through cost-efficient unconventional advertising campaigns
directly (path 6) or through the prior subordinated Diffusion
Effect depicted by path 5 (Hutter and Hoffmann, 2011b).
The foremost intention in this stage is to obtain the maxi-
mum output of a campaign with only investing little or no
budget at all either through the diffusion via individuals or
mass media or the Guerilla campaign itself simply needing
barely any budget to execute (Hutter and Hoffmann, 2011b).
At this point the practitioner can potentially decide on
whether investing a larger amount of money into creating a
Surprise Effect gaining tremendous attention amongst indi-
viduals and the media and hoping on the message to diffuse
or investing a smaller amount, or even no money at all, to
initiate an effect of a smaller dimension. This could come
free (one could speak of a “No Cost Effect”) but will most
likely draw less attention and therefore show a weaker Diffu-
sion Effect (Hutter and Hoffmann, 2011b). Yet, a campaign
of a smaller scale and without barely any budget invested
could still be carried on through media to great dimension
if it ignites. Nevertheless the intended results obviously de-
pend on the initiator and his or her intention. A big organiza-
tion would most likely aim at maximizing the Diffusion Effect
to account on achieving a low cost-per-thousand parameter
through reaching a great mass of recipients whereas a SME
with small marketing budgets would potentially rather aim
at minimizing costs. Both perspectives account on the Low
Cost Effect.
Advertising space could not be more costly than during
large events and in relation to the costs to purchase these
licenses, no other temporary happening could deliver the at-
tention of great events like the annual NFL Superbowl or the
FIFA World Cup which is held every four years (Seguin and
O’Reilly, 2008). Therefore sponsors are willing to pay vast
amounts of money to be able to advertise and sell their prod-
ucts during the events hoping for further positive effects like
image transfers and positive associations (Hutter and Hof-
mann 2013). Ambush Marketing primarily picks up exactly
those costly events with the intention to profit from them on
any level without investing any budgets for licenses or legal
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permissions (Seguin and O’Reilly, 2008). Hence, it can be
seen as the Low Cost Effect version of a classical sponsorship.
Apart from using Ambush Marketing as a parasitic method
to transfer a positive image companies also tend to attack di-
rect competition with their ambush campaign intentionally
weaken official sponsors (Hutter and Hofmann 2013).
5.2. LSD Model II
Two years after the first presentation of the LSD Model I
of Hutter and Hoffmann a second version followed in 2013.
Firstly mediator variables, the same as displayed in the LSD
Model I, are now categorized by either enhancing the utility
of a Guerilla Marketing campaign or having an effect on the
costs whereas obviously only the Low Cost Effect is assigned
to determining the costs (Hutter and Hofmann 2013). Sec-
ondly the authors rearranged the mediator variables, elimi-
nated the independent variable (“Unconventional advertis-
ing campaign”), e.g. replacing it indirectly by “Use of a
Guerilla measure”, and limited influencing paths to a total
number of five instead of the original seven (Hutter and Hof-
mann 2013). The Surprise Effect is now said to stand in di-
rect positive correlation with the Diffusion and Low Cost Ef-
fect yet it can no longer directly influence the outcome vari-
able and is neither influenced by the erased independent vari-
able. The Diffusion Effect still bears the same direct effect on
the dependent variable and an indirect effect mediated over
the Low Cost Effect (see figure 6).
Moreover the individual subordinated effects are now
bearing further explanations. The Diffusion Effect now is
considering diffusion via two levels (stimulating WoM and
stimulating media) and the Low Cost Effect entails relatively
low costs in reference to low production costs and low con-
tact costs per person (Hutter and Hofmann 2013). Most
strikingly and presupposed through the former independent
variable of “Unconventional advertising campaign” the Sur-
prise Effect gained in importance. Schema incongruity is
referring directly to the emotional reaction to a stimulus
which is then causing a disruption and the drawing of atten-
tion (Hutter and Hofmann 2013). Upstream to the surprise
the use of a Guerilla measure is listed sporadically.
5.3. Résumé
Various models try to display the functioning of individ-
ual instruments while only few depict Guerilla Marketing as
a whole. The two models presented strongly rely on the
three effects of Surprise, Diffusion and Low Cost whereas
they serve different mediating purposes. Yet, the different
paths and impacts cause big variances between both models
while key paths have been removed or complemented. An
upcoming critical review shall serve further explanation.
5.4. Critique
First and foremost the LSD Model I can be acknowledged
as a first approach but shows various weaknesses. Firstly
the most relevant issue is the reference to “unconventional
advertising campaign” as independent variable. Most schol-
ars (including the editors of the model) agree that Guerilla
Marketing is not limited to advertising itself but can be used
overreaching the entire marketing mix (Schulte and Pradel,
2006). Secondly the term “unconventional” is not finally de-
scribed. As discussed in chapter 2 simply circumventing be-
tween media-advertising and the residuals cannot be suffi-
cient and as the authors further only state that “unconven-
tional” refers to being surprising, positioned at random lo-
cations and methods that do not deem to cause reactance,
too much space for interpretation is left (Bruhn, 2007; Egan,
2007). Apart from this, the causal relationship between un-
conventional advertising and surprise is left uncommented.
Such fragile emotional state deserves more attention. More-
over the Diffusion Effect does not refer to what Patalas (2006,
p. 45) called the “first publicity” and “secondy publicity” and
therefore lacks clarity. Furthermore objection occurs since
the authors define Guerilla Marketing as strongly or only de-
pending on a Surprise Effect whereas the model shows the
opportunity to generate a Guerilla Effect without integration
of the mediator variable of Surprise seen in path 6 and 7
(Hutter and Hoffmann, 2011b). Lastly a Surprise Effect has
no direct path to the Low Cost Effect limiting the model to
only allowing a Low Cost Effects to occur via Diffusion Effects
and not directly through surprise.
The LSD Model II erased some of the weaknesses pre-
sented beforehand yet some new issues arose. Firstly and
in line with the current definition, the origin of the second
model now is the Surprise Effect yet the actual independent
variable as stimulus is missing. The Surprise Effect now spo-
radically represents the independent variable. The “Use of
a Guerilla Measure” is listed as a heading yet has no path
showing a relationship to the Surprise Effect, while the ref-
erence to “unconventional” and advertising has been erased
from the model. Hence moderators of the model showing
the “changing of a relationship as a function of some mod-
erating influence” are simply missing (Little et al., 2007, p.
216). Identifying schema incongruity perfectly describes the
process along drawing attention, distraction and the develop-
ment of surprise yet it is not fully describing the entire mental
process (Meyer et al., 1997). Following given theory verifi-
cation of given discrepancies, the assessment and evaluation
(e.g. cognition) are ignored so far (Meyer et al., 1997). Now
the origin of schema discrepancies needs revision due to their
subjectivity or at least should be represented by a moderator
from erased independent variable. Referring to the discrep-
ancies also does not constrain the model or bear exclusivity
towards e.g. media-advertising (Nufer, 2013). If the “Use
of a Guerilla Measure” as the independent variable was only
mediated via the Surprise Effect, the model would list a direct
effect between an independent variable and mediator vari-
able, yet such relationship is not clarified (Hutter and Hoff-
mann, 2013). The way it is depicted would then also suggest
another independent variable to be present (e.g. “Costs of a
Guerilla Measure”). Problems may also arise through listing
“low production costs” as a characteristic of the Low Cost Ef-
fect. As the costs are relative and while Guerilla Marketing
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Figure 6: The LSD Model II; Source: following on Hutter and Hoffmann (2013, p. 36).
can either be executed through maximizing output at fixed
input or minimizing input at fixed output, such projection
can be fatal. Furthermore the controllability of the diffusion
needs revision.
Guerilla Effect Model III: While some of the issues of the
LSD Model I have been tackled (e.g. a two-step Diffusion Ef-
fect, the absence of the opportunity to generate a Guerilla Ef-
fect without a Surprise Effect) in the second model presented,
some still need to be reviewed (Schulte and Pradel, 2006).
The author therefore proposes a third model described below
(see also figure 7).
Like in the LSD Model I, the presented Guerilla Effect
Model III, shows a clear independent variable (“Guerilla Mar-
keting”) which is the execution of any possible Guerilla Mar-
keting instrument or principle and the “Guerilla Effect” as
the dependent variable. The former Surprise Effect is being
replaced by the so-called “∆-Effect” as not only surprise as
a basis emotion mediates the effect. Cognition triggers the
incongruence.
Most strikingly the presented Guerilla Effect Model III in-
troduces two highly relevant mediators which include recipi-
ent’s behavior into the model. Hutter and Hoffmann (2011b,
2013) in their approaches only and exclusively limit the
Guerilla Effect to advertising success in relation to strength
of a message and range of diffusion, yet ignoring that the
result of the Surprise Effect (here ∆-Effect) is either a Com-
munication Behavior or the general Purchase-/Consumer
Behavior (Snipes, 2012) whereas such behavior does not ex-
clusively refer to directly achieving monetary goals but also
includes stopovers like a general perception with long-term
goals in range. Furthermore the Communication Behavior
directly mediates to the Diffusion Effect whereas such com-
munication can take place intentionally and unintentionally
and also to the Purchase Behavior stating that a behavior
can be the result of the prior behavior. The Low Cost Ef-
fect is being ignored due to the fact that costs are already
considered in the dependent variable as one of the two mea-
sures that seek optimization. Listing it as a mediator is not
reasonable anymore. Diffusion also directly mediates to the
Purchase Behavior being the only mediator variable with a
direct path to the desired Guerilla Effect. It can only and ex-
clusively occur via the Purchase Behavior. Such adjustment
is necessary to adapt to all-embracing views and unchain the
constraint perspective. In the original models a highly enter-
taining stimulus is being potentially mediated to a Guerilla
Effect which only measures the strength of an exposure or
quantity of recipients reached. Such perspective is rather
limiting than comprehensible. In the end an organization’s
marketing effort aims at increasing sales. Marketing is not
designed to simply entertain a recipient. Just like reality,
the model has to be target-oriented and specific and there-
fore the dependent variable is always mediated via Purchase
Behavior. Lastly, a path from the Purchase Behavior to Com-
munication Behavior as mediator variable is necessary to
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depict the possible case of further communication and po-
tentially diffusion through a closed sale. Just like before,
influencing contexts are being neglected. Finally, the third
model introduced should serve as a contribution for further
approaches; including various approaches mainly from an
overall marketing perspective; yet, also from a psychological
perspective trying to explain the Guerilla Effect through the
behavior of the recipients or consumers without whom the
entire concept would not work.
Most relevantly the models all need testing, e.g. founda-
tion. The upcoming chapter will present the relevant studies
trying to (partly) operationalize the model presented. The
Guerilla Effect Model III contributed by the author will serve
the purpose due to its outreaching design whereas the differ-
ent instruments only allow limited access to all-embracing
approaches. As a result propositions for further research es-
pecially regarding modelling Guerilla Marketing will be fol-
lowing.
6. Measuring Guerilla Marketing effectiveness
While scholars claim that unconventional measures of
communication can positively influence the credibility of ad-
vertising (Dahlén et al., 2009) closer insights are hard to
find. Apart from general deficits in measuring advertising ef-
ficiency, Krieger (2012, p. 9) states that in Guerilla Marketing
a lack of “differentiated observations of the fields and instru-
ments especially in out-of-home advertising” cause diverse
issues, while further postulating that “in those few empirical
studies and publications many factors of the arrangement of
a Guerilla Marketing action (. . . ) remain disregarded”. Ex-
emplary in the case of Ambient Marketing challenges arise
as “using ambient advertising as a standalone medium of
communication is indeed not possible, thus understanding or
measuring the impact of effectiveness of an add-on medium
like ambient advertising is almost impossible” (Chatterjee,
2011).
Through Algorithms or Emotional Mapping entries have
been designed from an expert perspective while surveys
aligned with e.g. a Surprise, Diffusion or Low Cost Effect
serve as an entry from the consumer perspective (Hutter and
Hoffmann, 2013). While monetary and non-monetary input
factors to measure the efficiency of advertising can hardly be
transferred to Guerilla Marketing, the output measurements
(cognitive, affective, behavioral and economical) can serve
as a basis for presenting the most relevant studies (Hutter
and Hoffmann, 2013).
6.1. Cognitive measurements
Cognitive measures aim at recording to what extent indi-
viduals notice (awareness), remember (recall) or recognize
a campaign (Kroeber-Riel, 1996). While Wanner (2011,
p. 107) states “the main benefit guerilla advertising be-
holds for its campaigners is brand awareness” further studies
also stress great recall effects of Guerilla Marketing in gen-
eral (Hatch, 2005; Krieger et al., 2012; Hastie and Kumar,
1979). As Ambient Marketing is the instrument obviously
showing greatest deviations in the out-of-home advertising,
most studies used Ambient Marketing campaigns. Here in-
creased awareness is generated through delimitations from
environment and classical out-of-home advertising (Hutter
and Hoffmann, 2013) whereas surprising elements are said
to be the key for strengthening on downstream emotions
(Hutter and Hoffmann, 2013). Following Nufer (2013) such
understanding is applicable to any Guerilla Marketing cam-
paign using surprise (e.g. Shock Marketing).
Exemplary in a Recall-Recognition test by Krieger et al.
(2012, p. 122) over one third of the surveyed people freely
remembered the campaign one day and one week after the
exposure whereas strikingly about 20% of the recipients
had not witnessed it themselves but heard about it. While
measuring awareness in comparison to classical advertising,
Guerilla Marketing (e.g. Ambush Marketing) can also be set
contraire to sponsors and license holders in order to mea-
sure awareness compared to direct competition. In a study
of Hutter et al. (2011) the scholars depicted that 74,9% of
the spectators assigned three of four ambushers to be official
sponsors of the FIFA World Cup 2010. Such designs were fre-
quently used for measuring the increased awareness, recall
and recognition for Guerilla Marketing measures whereas in-
creased intention through schema-incongruence as a source
for surprise and cognitive stimulation is proved to be the root
(Hutter and Hoffmann, 2013).
6.2. Affective measurements
Following Kroeber-Riel (1996) affective measures try to
measure whatever processes occur within the consumer (e.g.
emotions). General frameworks can be adapted from the
field of psychology (Krieger et al., 2012). Hence, reaction
tests using Oddball-paradigms measure cognitive process-
ing (Krieger et al., 2012, p. 206) while results vary and
prove that not every Guerilla Marketing campaign (e.g. Am-
bient Marketing) automatically positively influences atten-
tion (only one out of two campaigns showed dominating
effects). Other studies primarily use surveys and observa-
tions to measure image, interest or reputation. A study of
340 real Ambient Marketing campaigns revealed a positive
reputation towards Ambient Advertising due to deviation
from surrounding stating that Ambient Advertising is more
efficient than classical out-of-home advertising (Hutter and
Hoffmann, 2013). Such findings are strengthened by Krieger
et al. (2012). In regard to reputation the size of an organiza-
tion plays a crucial role as established brands are expected to
continue with similar ways and messages in regard to adver-
tising appropriateness (Wanner, 2011). Furthermore Shock
Marketing and advertising that is perceived as being inap-
propriate can “overpower the rest of the content” whereas
again wear-out effects apply (Urwin and Venter, 2014, p.
211).
6.3. Behavioral measurements
While behavioristic approaches frequently revolve around
trying to measure purchase behavior in this context and in
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regard to the Guerilla Effect Model III (see chapter 5.4.1)
the communication behavior also needs consideration (Hut-
ter and Hoffmann, 2013). Apart from basic approaches of
identifying motives for engaging in word-of-mouth (Dichter,
1966; Sundaram et al., 1998) studies giving proof for an
increased motive in WoM especially via online channels
(“eWoM”) complement (Hennig-Thurau et al., 2004; Gruber,
2004; Wanner, 2011). Social benefits, economic incentives,
the caring for others or self-enhancement are reasons named
for the engagement whereas all can be aligned with Guerilla
Marketing instruments (Gruber, 2004). While WoM in the
context of Guerilla Marketing is predominantly measured by
surveys asking for the intention to forward content (Hutter
et al., 2011), recall and recognition tests also gave proof
for strong WoM effects especially in out-of-home Guerilla
Marketing (Krieger et al., 2012). Furthermore Krieger et al.
(2012) showed how other social influences (e.g. experi-
encing a campaign in a group versus individually) further
enhanced the effectiveness of a campaign. Recipients in
a group showed a significantly greater atmosphere, more
intensive interruptions of the current action, activation, sur-
prise and enthusiasm towards the campaign (Krieger et al.,
2012). Further the degree of distraction and the level of cap-
tivity of the recipients determine the effectiveness (Hutter
and Hoffmann, 2013).
6.4. Economic measurements
Closely linked to behavioristic approaches, the economic
output measurements gather entail figures like revenue or
sales (Hutter and Hoffmann, 2013). Here few approaches
deliver close linkages to Guerilla Marketing, as only few stud-
ies deliver insights in a direct change in purchase behavior
through Guerilla Marketing instruments. (Hutter and Hoff-
mann, 2013, p. 69) present a proof through scanner panel
data for increased sales in a shoe store through the direct ef-
fect of POS Guerilla Marketing in front of a store stating an
increase in revenue of at least 23%. Surprisingly as the in-
ternet allows sophisticated tracking methods and due to the
fact that viral campaigns try to close-off sales directly, corre-
lations between a campaign and changes in consumption or
sales can be just as challenging as it is for any other Market-
ing instrument (Langner, 2009).
6.5. Overreaching approaches
Studies recognizing three or more measurements are
rare and therefore separately listed. Aligning an undercover
observation, survey and the analysis of scanner panel data
for an Ambient Marketing campaign Hutter and Hoffmann
(2013) give proof for the occurrence of a Surprise Effect
(up to 80,4% of the recipients notice the campaign), in-
creased attitude towards the advertising and store aligned
with greater eagerness to spread positive WoM and further
increased revenue in the store of at least 23,2% during the
time of application.
As depicted in the Guerilla Effect Model III, Guerilla Mar-
keting shall follow two intentions through firstly stimulating
a purchase intention and secondly stimulating a WoM inten-
tion, whereas usually advertising tries to sell over a long term
(Adizova et al., 2011). While classical advertising primar-
ily focuses on a product in Guerilla Marketing the instru-
ment plays a relevant role in stimulating WoM and there-
fore an intention gap can occur between both anticipations.
Brand reputation and perceived appropriateness is negatively
associated with such intention gap (Adizova et al., 2011).
Such findings are being underlined by Hutter and Hoffmann’s
Sushi-Study (2013) showing that, through exaggeration and
antipathy, even though a Guerilla Marketing campaign can
evoke much stronger WoM intentions towards the campaign
(61,3 to 74,2% increase) than a classical poster, the purchase
intentions can be rather lower than with a poster.
6.6. Critique
Recalling the Guerilla Effect Model III introduced in chap-
ter 5.4.1 one can see that only few, if any approaches have
been made to operationalize such a model as a whole. The
execution of Guerilla Marketing instruments as independent
variable bears space of using a great variety of study ap-
proaches whereas the more moderator variables involved,
the less sophisticated the tests are. While scholars have given
proof that Guerilla Marketing instruments can increase atten-
tion, surprise and trigger schema-incongruence downstream
effects become spongy. Direct purchase behavior or con-
sumer behavior in general is still mostly gathered through
asking for the intention to act, but just as hard to measure as
it is for any other marketing instrument. In regard to com-
munication, the same rules apply whereas the relevance is
even greater for Guerilla Marketing often strongly relying on
multiplication via a Diffusion Effect. Just as hard as it is for
a practitioner to control such diffusion, it is almost impos-
sible to accurately measure the effects of it. Engaging in
WoM, eWoM or anonymous forwarding of content is hard
to grasp. Causal relationships even further downstream can-
not be measured accurately whilst especially how the effect
of purchase behavior on communication behavior generated
through a Diffusion Effect closing the cycle in the model is
untraceable.
7. Conclusion and recall
Recalling the research questions from chapter 1.2 one can
see that ambiguity already arises with the second question.
Firstly fitting Guerilla Marketing into the marketing mix as
a concept applicable to any marketing tool not limiting it to
boundaries or rules is quite more comprehensible than try-
ing to circumvent it against other instruments (e.g. above-
or below-the-line, out-of-home, etc.). The diversity of the
concept does not allow for restrictions in regard to the field
applicability and therefore the proposed bilateral perspective
introduced in chapter 2.5 is the least one has to assign to the
concept. Circumvention, as asked for in question three, is
even harder and due to the amount of instruments almost
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impossible. As long as no borders have been cut, vast as-
signments of instruments will continue to take place in prac-
tice and science. Therefore, and in regard to the subsequent
presentation of a Surprise and Diffusion Effect where single
instruments primarily act as facilitators, the instruments pre-
sented in chapter 4 need to be rethought.
Guerilla PR is practically a multiplier of other instru-
ments with little controllability and strong dependence on
other instruments. Viral Marketing, also a multiplier, could
potentially be considered the maturing of marketing evolu-
tion (e.g. WoM) due to technological progress (just like the
early days of television or radio advertising) and therefore
shall not automatically be assigned to a Guerilla concept.
Apart from modern channels for WoM, the “enforced” or
“triggered” WoM through Buzz or Stealth Marketing is not
any different from classical marketing approaches aiming at
positive WoM through customer satisfaction whereas now
other forms of intrinsic and extrinsic motivation are being
used (Kotler et al., 2007). While Moskito Marketing as a con-
cept is little difference from the everyday effort to identify
and make use of competitor’s weaknesses and considering
only the ten instruments presented in this thesis, one would
be left with only three. Ambush Marketing again is the re-
action to increased costs and somewhat a stand-alone image
(Nufer, 2013). Interestingly those three are those that are
associated with primarily evoking a strong Surprise Effect.
Therefore obtaining the perspective of a much narrower field
of Guerilla Marketing suspending any other instrument and
only focusing on those that really try to use frameless and
unconditional measures to maximize attention and surprise
would strongly facilitate further practical and scientific ap-
proaches and is a justifiable perspective. If the idea of max-
imizing attention and surprise was transferred to any other
instrument or content, one could speak of the application of
a Guerilla principle.
Nevertheless and recalling research question number
three, "How can Guerilla Marketing be defined regarding
the conceptual classification and delimitation?” the author
already delivered an extensive derivation and final presenta-
tion at the end of chapter three. Such extensiveness would
exemplary decline with further limitations as described
above.
Modelling Guerilla Marketing has extensively been tack-
led in chapter 5 whilst an enhanced model has been pre-
sented by the author. Considering the lack of empirical
research and testing on present models, primarily the down-
stream variables, no ultimately acknowledgeable model
could have been developed, but rather a new kickoff was
supposed to be made. Empirically founded models are not
identifiable and could therefore neither serve as a basis for
further approaches nor conclude research question number
six.
The current ambiguity of the field of Guerilla Marketing
still only allows scholars to walk on a strongly limited com-
mon ground. Besides constantly trying to enlarge the ground
for further contributions and interpretations, scholars should
possibly narrow down that ground in regard to then being
able to have the means to explore it entirely.
Apart from the critical recall the following chapter will
briefly present the derived research opportunities for further
investigations.
8. Propositions for further research
Firstly, aligned with finalizing definitions Guerilla Mar-
keting should be considered from a more pluralistic perspec-
tive granting greater importance to the individual instru-
ments. The diversity of the instruments does not allow for
any other handling. Following a circumvention of concept
terminology and acknowledged definitions must be the result
as a basis.
Sophisticated models for Guerilla Marketing as a whole
(if possible) but at least for the given instruments need to
be developed. Present and future studies need to be aligned
in order to catch up on the scientific shortfall and develop
guidelines for practice. As a practical field the controllabil-
ity (e.g. time-measures) of Guerilla Marketing primarily in
regard to a second publicity seek further attention. In line
certain instruments need to be excluded or integrated in or-
der to finally round off the concept and be able to have a
frame for further investigations.
Psychological and especially behavioristic contributions
need to gain further attention in evaluating all influential
factors primarily in regard to modelling Guerilla Market-
ing. Pluralistic consideration is vital again for delivering
all-embracing results.
Insights on downstream variables such as the Diffusion
Effect will be crucial to fully explore in order to draw clear
lines and trace all moderators influencing a Guerilla Market-
ing Effect.
Lastly, tradeoffs between positive and negative influences
and effects have to be identified amongst threshold values for
operation and science. Culture, norms and values and other
moderators have mostly been ignored so far and need to de-
serve inclusion into the discussion. Wear-out effects (e.g.
Shock Marketing and fading Surprise Effects) have to be con-
sidered in order to deliver up-to-date findings.
L. Wendland / Junior Management Science 1 (2016) 34-5958
References
Adizova, N., Kadirov, U., and Kadirov, D. Effectiveness of Non-traditional
Advertising: Intention Gap and Its Antecedents. In ANZAM, volume 383,
pages 1–9, 2011.
Ahuja, R., Michels, T., Walker, M., and Weissbuch, M. Teen perceptions of
disclosure in buzz marketing. Journal of Consumer Marketing, 24(3):
151–159, 2007.
Alden, D., Mukherjee, A., and Hoyer, W. The effects of incongruity, surprise
and positive moderators on perceived humor in television advertising.
Journal of Advertising, 29(2):1–16, 2000.
Ansoff, H. Corporate strategy: an analytic approach business policy for growth
and expansion. New York, NY: McGraw-Hill, 1965.
Arora, H. Word of mouth in the world of marketing. Journal of Marketing
Management, 6(4):51–65, 2007.
Ay, C., Aytekin, P., and Nardali, S. Guerrilla marketing communication tools
and ethical problems in guerilla advertising. American Journal of Eco-
nomics and Business Administration, 2(3):280–286, 2010.
Bainbridge, J. and Curtis, J. On the ambient trail. Marketing, 11:35–39,
1998.
Baltes, G. and Leibing, I. Guerrilla marketing for information services. New
Library World, 109(1/2):46–55, 2008.
Bigat, E. Guerilla Advertisement and Marketing. Procedia – Social and Be-
havioral Sciences, 51:280–286, 2012.
Böcker, F. and Helm, R. Marketing. Lucius & Lucius, Uni-Taschenbücher,
919. Stuttgart, 7 edition, 2003.
Bruhn, M. Marketing Grundlagen für Studium und Praxis. GWV Fachverlage
GmbH, Wiesbaden, 8 edition, 2007.
Burton, N. and Chadwick, S. Ambush marketing in sport: An analysis of
sponsorship protection means and counter-ambush measures. Journal of
Sponsorship, 2(4):303–315, 2009.
Castronovo, C. and Huang, L. Social Media in an Alternative Marketing
Communication Model. Journal of Marketing Development and Competi-
tiveness, 6:117–131, 2012.
Chatterjee, S. A study on Ambient Advertising: Marketing Novelty Going
Bust. Research Journal of Social Science and Management, 1(2):86–91,
2011.
Croft, M. Joking aside. Marketing Week, 21(15):41–44, 1998.
Dahlén, M., Granlund, A., and Grenros, M. The consumer-perceived value of
non-traditional media: Effects of Brand reputation, appropriateness and
expense. Journal of Consumer Marketing, 26(3):155–163, 2009.
Dichter, E. How Word-of-Mouth Advertising Works. Harvard Business Review,
44(6):147–160, 1966.
Edell, J. and Burke, M. The power of feeling in understanding advertising
effects. Journal of Consumer Review, 14(12):421–433, 1987.
Egan, J. Marketing communications. Thomson, London, 2007.
Fischer, C. Macht Schlagzeilen! 1000 PR-Ideen, um Kunden und Journalisten
für Ihr Unternehmen zu gewinnen. Gabal-Verlag, Offenbach, 2009.
Gawlik, C., Löffelholz, M., and Redlefsen, J. Modelle der Werbewirkungs-
forschung am Beispiel der Handywerbung. In Interkulturelles in der
Technik- und Wirtschaftskommunikation, TU Ilmenau, 2006.
Gelbrich, K., Wünschmann, S., and Müller, S. Erfolgsfaktoren des Marketing.
Vahlen, München, 2008.
GfK. Marktforschungsstudie zur Nutzung alternativer Werbeformen im In-
ternet. GfK, 2009. URL http://webguerillas.com/media/press
/downloads/pdf/webguerillas_GfK-Studie_2009.pdf. Accessed:
08.01.2016.
Grauel, R. Unzählige Begegnungen der dritten Dimension. Brand Eins, 2002.
Gruber, M. Marketing in New Ventures: Theory and Empirical Evidence.
Schmalenbach Business Review, 56(4):164–199, 2004.
Guevara, E. Der Partisanenkrieg. Rixdorfer Verlagsanstalt, Berlin, 1982.
Hastie, R. and Kumar, P. Person Memory: Personality Traits as Organizing
Principles in Memory for Behavioirs. Journal of Personality and Social
Psychology, 37(1):25–38, 1979.
Hatch, C. When should you try guerrilla marketing? ABA Bank Marketing,
53, 2005.
Hennig-Thurau, T., Gwinner, K., Walsh, G., and Gremler, D. Electronic word-
ofmouth via consumer-option platforms: What motivates consumers to
articulate themselves in the internet. Journal of Interactive Marketing, 18
(1):38–52, 2004.
Hughes, M. Buzzmarketing: Get People to Talk About Your Stuff. Portfolio,
New York, 2005.
Hutter, K. Guerilla marketing in practice: An exploration into meanings
and motives. In Proceedings of the 12th International Marketing Trends
Conference, 2013.
Hutter, K. and Hoffmann, S. Guerilla-Marketing- eine nüchterne Betrachtung
einer viel diskutierten Werbeform. International Journal of Marketing, 50
(2):121–135, 2011a.
Hutter, K. and Hoffmann, S. Guerrilla marketing: The nature of the concept
and propositions for further research. Asian Journal of Marketing, 5(2):
39–54, 2011b.
Hutter, K. and Hoffmann, S. Professionelles Guerilla-Marketing: Grundlage –
Instrumente – Controlling. Springler Gabler, Wiesbaden, 2013.
Hutter, K. and Mai, R. Effective Incentives for Buzz Marketing: How Moral
Concern Moderates the Willingness to Engage as Buzz Agents. Proceed-
ings of the 42nd Annual Conference of the European Marketing Academy
(EMAC), 2013.
Hutter, K., Schwarz, U., and Heide, N. Ambush Marketing bei Sportgroßver-
anstaltungen: Eine empirische Analyse am Beispiel der FIFA Fußball-
Weltmeisterschaft 2010. In Dresdner Beiträge zur Betriebswirtschaftslehre,
volume 160(11), Dresden, 2011.
Hutter, K. and Hoffmann, S. Surprise, surprise. ambient media as promotion
tool for retailers. Journal of Retailing, 90(1):93–110, 2014.
Jacoby, J. The Emerging Behavioral Process Technology in Consumer
Decision-Making Research. Association for Consumer Research, 4(1):263–
265, 1977.
Javed, M. and Zeb, H. Good shock or bad shock: what impact shock adver-
tisements are creating on the mind of viewers. In Marketing & Programme
Leader International Business: Annual Conference on Innovations in Busi-
ness & Management [London, 2011, January 26-27], pages 1–12, London,
University of East London, 2011.
Kaikati, A. and Kaikati, J. Stealth marketing: How to reach consumers sur-
reptitiously. California Management Review, 46(4):6–22, 2004.
Keller, E. and Berry, J. The Influentials: One American in Then Tells the Other
Nine How to Vote, Where to Eat, and What to Buy. Free Press, 2003.
Kotler, P. Marketing Management. Prentice Hall, New Jersey, 11 edition,
2002.
Kotler, P., Keller, K., and Bliemel, F. Marketing-Management: Strategien für
wertschaffendes Handeln. Pearson, Hallbergmoos, 12 edition, 2007.
Krieger, K. H., Esch, F.-R., Osinsky, R., and Henning, J. Die Aktivierungskraft
von Guerilla Produktinszenierungen. Ein Vergleich von Guerilla Market-
ing und klassischer Plakatwerbung mittels Aktivierungsindikatoren im
EEG. Marketing ZFP, 34(3):196–212, 2012.
Krieger, K. Guerilla Marketing: Alternative Werbeformen als Techniken der
Produktinszenierung. Springer Gabler, Wiesbaden, 2012.
Kroeber-Riel, W. Bildkommunikation. Imagerystrategien für die Werbung.
Vahlen, München, 1996.
Langner, S. Viral Marketing: Wie Sie Mundpropaganda gezielt auslösen und
Gewinn bringend nutzen. Gabler, Wiesbaden, 2 edition, 2007.
Langner, S. Virales Marketing. Wie Sie Mundpropaganda gezielt auslösen und
Gewinn bringend nutzen. Gabler, Wiesbaden, 3 edition, 2009.
Leonardi, J. Viral Marketing im E-Business. Diplomica Verlag, Hermannstal,
2008.
Levinson, J. Guerilla-marketing – Easy and unexpensive strategies for making
big profit from small business. Mariner Books, New York, 1984.
Levinson, J. Guerilla Marketing. Offensives Werben und Verkaufen für kleinere
Unternehmen. Campus, Frankfurt/Main, 1998.
Levinson, J. Guerilla-Marketing des 21. Jahrhunderts: Clever werben mit je-
dem Budget. Campus, Frankfurt/Main, 2008.
Levinson, J. and Godin, S. Das Guerilla Marketing des 21. Jahrhunderts -
Clever werben mit jedem Budget. Campus, Frankfurt/Main, 1996.
Lindsley, D. Emotion. In Handbook of Experimental Psychology, page
473–516. Wiley, New York, 1951.
Little, T., Card, N., Bovaird, J., Preacher, K., and Crandall, C. Structural
equation modeling of mediation and moderation with contextual fac-
tors. In Modelling Contextual Effects in Longitudial Studies, pages 207–
230. Lawrence Erlbaum Associates, Mahwah, 2007.
Luxton, S. and Drummond, L. What is this thing called ‘Ambient Advertis-
ing’? In Proceedings of ANZMAC 2000. Visionary Marketing for the 21th
Century: Facing the challenge evaluations, pages 734–738, Griffith Univer-
sity, Queensland, Australia, 2000.
Mandler, G. The structure of value: Accounting for taste. In Affect and
cognition, page 3–36. Lawrence Erlbaum, New Jersey, 1982.
L. Wendland / Junior Management Science 1 (2016) 34-59 59
Meenaghan, T. Point of view: Ambush marketing: Immoral or imaginative
practice? Journal of Advertising Research, 34(3):77–88, 1994.
Meffert, H., Burmann, C., and Kirchgeorg, M. Marketing: Grundlagen
marktorientierter Unternehmensführung. Konzepte – Instrumente – Prax-
isbeispiele. Gabler, Wiesbaden, 11 edition, 2011.
Menon, V. and Uddin, L. Saliency, switching attention and control: a network
model of insula function. Brain Structure Function, 214:655–667, 2010.
Meyer, W.-U., Niepel, M., Rudolph, U., and Schützwohl, A. An experimental
analysis of surprise. Cognition & Emotion, 5(4):295–311, 1991.
Meyer, W.-U., Reisenzein, R., and Schützwohl, A. Toward a process anal-
ysis of emotions: The case of surprise. Motivation and Emotion, 21(3):
251–274, 1997.
Mohr, I. Buzz marketing for movies. Business Horizons, 50(5):395–403,
2007.
Moor, E. Branded spaces-the scope of ‘New Marketing’. Journal of Consumer
Culture, 3(1):39–60, 2003.
Mughari, A. Analysis of guerilla and traditional marketing integration in
improving the productivity of organizational marketing in enterprises in
Irak: A case study of Kaveh Industrial Estate in Iran. African Journal of
Business Management, 5:944–948, 2011.
Niepel, M., Schützwohl, A., Rudolph, U., and Meyer, W.-U. Temporal char-
acteristics of the surprise reaction induced by schema-discrepant visual
and auditory events. Cognition & Emotion, 8(5):433–452, 1994.
Nufer, G. Guerilla Marketing - Innovative or Parasitic Marketing? Modern
Economy, 4:1–6, 2013.
Nufer, G. and Bender, M. Guerilla Marketing: Reutlinger Diskussionsbeiträge
zu Marketing & Management. Hochschule Reutlingen, 2008.
Patalas, T. Das professionelle 1x1: ”Guerilla-Marketing - Ideen schlagen Bud-
get”. Cornelsen, Berlin, 2006.
Porter, M. The Competitve Advantage: Creating and Sustaining Superior Per-
formance. Free Press, New York, 1985.
Puttenat, D. Praxishandbuch Presse- und Öffentlichkeitsarbeit: Eine Ein-
führung in professionelle PR und Unternehmenskommunikation. Gabler,
Wiesbaden, 2007.
Ries, A. and Trout, J. Marketing warfare. McGraw-Hill, Hamburg, 1986.
Röthlingshöfer, B. Mundpropaganda-Marketing: Was Unternehme wirklich
erfolgreich macht. Beck Juristischer Verlag, München, 2008.
Roy, A. and Chattopadhyay, S. Stealth marketing as a strategy. Business
Horizons, 53:69–79, 2010.
Schulte, T. Guerilla-Marketing für Unternehmertypen – Das Kompendium.
Sternenfels: Wissenschaft & Praxis, 3 edition, 2007.
Schulte, T. and Pradel, M. Guerilla-Marketing für Unternehmertypen. Ster-
nenfels: Wissenschaft & Praxis, 2 edition, 2006.
Seguin, B. and O’Reilly, N. The olympic brand, ambush marketing and clut-
ter. International Journal of Sports Marketing and Sponsorship, 4(1/2):
62–84, 2008.
Shani, D. and Sandler, D. Ambush marketing. Is confusion to blame for the
flickering of the flame? Psychology & Marketing, 15(4):367–383, 1998.
Smith, T., Coyle, J., Lightfood, E., and Scott, A. Reconsidering models of
influence: The relationship between consumer social networks and word-
of-mouth effectiveness. Journal of Advertising Research, 47(4):387–397,
2007.
Snipes, A. Buzzing the Traditional Media off through Ambient Advertising.
In Savannah State University, 2012.
Solomon, M., Marshall, G., and Stuart, E. Marketing – real people, real deci-
sions. Prentice Hall, New Jersey, 7 edition, 2011.
Sundaram, D., Mitra, K., and Webster, C. Word-Of-Mouth Communications:
a Motivational Analysis. Advances in Consumer Research, 25:527–531,
1998.
Thomas, G. Building the buzz in the hive mind. Journal of Consumer Be-
haviour, 4(1):64–72, 2004.
Tropp, J. Moderne Marketing-Kommunikation. Systeme – Prozesse – Manage-
ment. Verlag für Sozialwissenschaften, Wiesbaden, 2011.
Turk, T., Ewing, M., and Newton, F. Using ambient media to promote
HIV/AIDS protective behaviour change. International Journal of Adver-
tising, 25(3):333–359, 2006.
Urban, D. and Mayerl, J. Mediator-Effekte in der Regressionsanalyse,
2007. URL http://www.uni-stuttgart.de/soz/soziologie/regre
ssion/Mediator-Effekte_v1-3.pdf. Accessed: 08.01.2016.
Urwin, B. and Venter, M. Shock Advertising: Not so Shocking anymore.
An Investigation among Generation Y. Mediterranean Journal of Social
Sciences, 5(21):203–214, 2014.
Varey, R. Marketing Communications, Principles and Practice. Routledge,
London, 2002.
Walker, R. The hidden (in Plain Sight) Persuaders. The New York Times
Magazine, Dezember 5th 2004. 68-75.
Wanner, M. More than the consumer eye can see: Guerrilla advertising
from an agency standpoint. The Elon Journal of Undergraduate Research
in Communications, 2(1):103–109, 2011.
Wehleit, K. Leitfaden Ambient Media. Grundlagen, Fallstudien und Tipps für
erfolgreiches Szenemarketing in jungen Zielgruppen. Business Village, Göt-
tingen, 2005.
Welling, M. Guerilla-Marketing in der Marktkommunikation. Eine Systema-
tisierung und kritische Analyse mit Anwendungsbeispielen. Shaker, Aachen,
2005.
Williams, M. Does Shock advertising still work? Campaign (UK), 16, 11,
2009.
Yüksekbilgili, Z. The use of guerilla marketing in SMEs. International Journal
of Multidisciplinary Research and Review, 2(2):2–7, 2014.
Zerr, K. Guerilla-Marketing in der Kommunikation – Kennzeichen, Mecha-
nismen und Gefahren. In Kamenz, U., editor, Applied Marketing, pages
583–590. Springer, Berlin, 2003.
